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to most out of your Direct Mail. 


W., §. PONTON, Inc. so. 42 %. 

New York 17, Miley 7.5311 

Pred. Plant—44 Heneck Engleweed, J. 
Phone [Noleweed 4-$200 


* USERS GF IBM EQUIPMEN t Adapt your facilities to the use of Direct 
Mail. We shell be glad to show you how. Call or write for porticulars. 


fe 

secironic 
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success to many of our mailing list 

ps . ¥ evaluate the impact of Electronic Mailing List Selection in terms of 

Get the facts about 


Full-color photographs and 


paintings reproduce magnifi- 
CCAUSE they sell cently by offset on Hamilton 
f Text & Cover Papers. The tex- 


ture becomes part of your illus- 


trations and gives them extra 
products realism, depth and appeal. 


Black-and-white halftones vain 
a 3-dimensional effect that brings 


them to sparkling life. They 


and ideas best never seem hard or garish. 


Good typography becomes even 


betteron Hamilton Text & Cover 
TEXT & COVER PAPERS 
Many different whites and a 
ge huge array of colors combine 
with a broad range of finishes 


Papers. Their opacity and excep- 


tional ink receptivity give type a 


look of luxury. 


are the best-selling 


make a selection that’s just right 


for almost any printed piece. 


text & Cover papers Make your printing stand out 


from the crowd by using Hamil- 
ton Text & Cover Papers—the 


papers that sell products and 


ideas best. Ask your distributor 


in all Amerita for swatchbooks, or write direct. 


Plan the design with paper in mind 


HAMILTON PAPERS 


W. C. HAMILTON & SONS, Miquon, Pa. 
Offices in New York, Chicago, Los Angeles 


HAMILTON TEXT & COVER PAPERS include Starwhite « Carousel « Andorra « Victorian « Louvain « Sheffield « Gaimeborough Weyordt « Kimory « Vellum 
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PROBLEM: Burndy leads the field in the sales of Electrical Con- 


nectors to utilities and construction firms. But in the manufacturing 


ct matt 


of Parerct paciot 
The Woodall Co., Ine. 


ovet on 
oo market they had a long way to go. They had not won the same 


acceptance; and consequently Burndy’s representatives tended to 
neglect manufacturers for the more receptive utilities and construc- 3 


tion market. 


LEWIS GAGE 
Advertising and Sales Promotion Manager, 


BURNDY ENGINEERING CO., INC, 


“Award or no award | have always felt that it was an excep- 
tionally good Direct Mail program and acredit to all concerned. Ec] 
We are happy with the 2,000 inquiries we received, and even 


more so with the high quality of the companies and individuals 
who responded. | take this as definite proof of Woodall’s ability 
to select the right companies and the right men for their custo- 
mers’ mailings.” 


* We at Woodall were able to interpret Burndy’s markets into Standard Industrial Classi- 


fication Codes down to 4 digit classifications in 37 branches of industry, plus Government ? 
and Military research and development centers. 
¢ With our exclusive method of SELECTIVITY we were then able to address the TOP 7 


Design, Research, Development and Purchasing personnel. We were also able to elimi- 
nate all possible waste circulation and thereby hold the size of their mailings to a 
minimum. 


* We at Woodall are proud to be part of the team that produced such a successful campaign. 


* We would be proud, also, to help you to increase results from your sales promotion 
activities, 


RURNDY ENGINEERING WINS AWARD 

4 

| 
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FOR CAMPAIGN THAT EXPANDS NEW MARKET 


ep @ SOLUTION: A five letter campaign aimed at design engineers in 
manufacturing concerns — each on a different line of Burndy prod- 
ucts. The letters merchandised Burndy’s ads. Reprints were enclosed. 
Actual samples were attached to the letters. 
* WESULTS: A wave of high quality inquiries. Brand recognition and 
s acceptance increased. Representatives were stimulated to make more 
calls. Sales figures rose. 


DAVID H. HARRIS 


Assistant Advertising Manager 


BURNDY ENGINEERING CO., INC. 


“We chose Reply-O for this campaign because we found 

is e REPLY-O is morethana LETTER. 
Planning, creating, producing, and merchandising are 
contributed by Reply-O’s all-around service, From the crea- 
tion of the campaign, to the evaluation of results, Reply-O 
stays with the job to help you help your sales force do an 
effective job of exploring, covering and influencing the 
market.” 


*Mr. Harris is now President of Cart-Ad, Inc., a 
New York firm which specializes in advertising on 
the shopping carts used in supermarkets 


¢ If you would like to build acceptance for your product in a new market or for a new 
product in an established market, you'll find it helpful to know the story behind the 
Burndy campaign. 


«Or, if you have any merchandising or selling problem and you'd like to check how 


Reply-O Letter can help you solve it — just drop us a note. We can probably show you a 


profitable Reply-O campaign that was developed for a client in a field similar to your own. 


Sales Offices, Bosion Chicago « Chevelaad * Detroit * Toronta 
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PAGES OF FEATHER EDITORIALS 
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The William Feather 


Magazine . « » NOVEMBER 1955 


corvarour, 1955, THe WELLIAM FEATHER ComPanY 


The circulation of this magazine is restricted to our customers 
and prospects. William Feather edits a group of magazines like 
this for other companies. Details regarding this department 
of our business will be supplied to those who are interested. 


For thirty-five years, this pocket- 


size house organ, written by 
WHEN TRAVELING I usually take twice what 
I think I shall need and discover eventually 
that I need twice what I took. 


William Feather, has been read 


by thousands of business men, in 


A LAWY! k's ora politician's idea is to create every part of the nation. Users of 
a disturbance and hence I dislike to be around 

when they are not well and promptly served. 4° our service are located in New York, 
IN BASEBALL, a game won today will count Philadelphia, Seattle, Toledo, New Orleans, 
much as the last game of the season, so { 

the averages go. And this applies tg#” Minneapolis. The majority of our customers 


me in our day-to-day work. aa 
‘’ have been with us fifteen to thirty-five years. 


Desike ror Money will pre 
ness and not enterprise. T, 
hope for humanity fro 
enjoy their w 


Aue Oe: Complete details, samples and cost information will be sent upon request. Anyone 


If yours fs a small company, selling a product or service 


repetitively, our service may be just what you are looking for. 


in a business not competitive with our present customers can try our magazine on 


a test basis. Quit anytime you find the magazine is not doing an effective advertising job. 


THE WILLIAM FEATHER COMPANY + 9902 Clinton Road + Cleveland 9, Ohio 
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THE REPORTER OF 


Direct Mall 


advertising 


224 Seventh Street, Garden City, N. Y. Ploneer 6-1837 


o THE ONLY MAGAZINE DEVOTED EXCLUSIVELY TO DIRECT MAIL 
Volume 18 Number 6 October, 1955 ot 


Photo by Leo Stern 


COVER STORY 


DEPARTMENTS 


A Monthly Copy Clinic SALUTE TO a 
REED-ABLE COPY — Conducted hy Orville Reed . ‘ P . 64 NEW BOSS OF DMAA 3 
One day in the fall of 1940 a 
young Georgetown student played ot 

hookey from school for a very ¢ 

FEATURES strange reason! He wanted to at- er 

tend the DMAA convention in At- 


THIS WAS THEIR FINEST HOUR — 


DMAA Convention Report by Henry Hoke . ° ° ° 23 lantic City that year. 
Little did he dream, then, that 15 
MANAGEMENT LOOKS AT DIRECT MAIL ADVERTISING = \ears later he would hecome the 
by Lawrence G. Chait . ° ° ° ° ° . . 26 president of that association, The 
TAKING A READING ON DIRECT MAIL READERSHIP — Joseph J. Me- 
by Leonard J. Raymond . 30 Gee, Jr.—-who at 35 is the youngest 

DM. AA president in history. 

AGENCY RECOGNITION FOR DIRECT MAIL . ° . ° 39 This genial, smiling executive, of 


Scotch-Irish descent has already 


THE INVISIBLE GOLDFISH — hy Peter L. Shugart . 41 a 
carved a niche for himself in the in- BS 
DMAA “BEST DIRECT MAIL OF 1955” CONTEST REPORT: . ° 47 surance hall of fame by lifting Old a 
American to a place among Amer- 
NBC Television Wins Grand Award. . . . . 48 ica’s most respected insurance com- cy 
F. W. Dodge Corp. Wins Henry Hoke Award. . . 50 panies. Perhaps Roger Kenney, one ‘. 
of the nation’s foremost insurance 
Associates Investment Co. Also Wins Henry Hoke Award 52 editors, summed it up most neatly 
List of 49 “Best Direct Mail of 1955” Award Winners. 57 when he wrote in U. S. Investor ye 
mapazine, You need have me worry “4 
SEQUEL TO BLACKMAIL . 59 about any policy contract you hold 
CASE HISTORY OF A SUCCESSFUL PROJECT — with Os Ameri¢ an. vou are com 
ing with a high-grade and honorable 


by Arthur (Red) Dembner . ‘ ‘ 60 


institution.” 


But Joe is equally proud of the 
DMAA) Best of Industry Award 
Henry Hoke given to him and members of his 
. « Editor and Publisher staff in 1954 for the best direct mail 
M. L. Strutzenberg F. Stern H. L. Mitchell entry in the life and health insurance 
Business Manager Circulation Western Advertising Manager field. 
Dudley Lufkin Henry Hoke, Jr. Joe's first love is direct mail. But 
Field Editor Advertising Manager he knows that it can work hand in 
glove with other forms of advertis 
The Reporter of Direct Mail Advertising is published monthly by Henry Hoke, publisher, ing. He is the current president of ; 
at Garden City, New York. Subscription price is $6.00 a year. Re-entered as second class the Association of Insurance Adver- e 
matter at Post Office ot Gorden City, New York, under the oct of March 3, 1897. Copy- tisers and a member of the industry- 
right 1955 by Henry Hoke. Western Sales Office: H. L. Mitchell & Associates, 3087 Saturn wide committee of the National As- 
Avenue, Huntington Park, California, LUdlow 5-4668. 
sociation of Insurance Commission- 
> oe The Reporter is independentiy owned and operated. But in addition to thousands of ers on Advertising. 
regular subscribers, all Members of the Direct Mail Advertising Association receive The ‘ ou : 
Born December 2, LOL9, Joe is 


Reporter os port of the Association service. A portion of their annual dues pays for 
the subscription. 


descended from one of America’s 
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Experience proves that Housewives instinc- 


tively reach for the envelope with extra- 
ordinary eye appeal. The radiant freshness 
of smart style commands preferred 


attention. Stimulating colors and 


distinctive design arouse curiosity. 


Interest heightens to the touch of our 
embossed finish. The atmosphere 
completed - The Power to Sell goes to work. 


Effective high return mailings need that 
added subtle push - A Quality achieved 
only through careful planning. Our Art 
Department stands ready to design your 
envelope - Obligation free. Improved 
mailings bring increased returns - 
increased profits! Our Salesmen 

await your call. 


upples 


envelope co., inc. 
360 Furman Street + Brooklyn 1, New York 


TRiangle 5-6285 


Offices in Boston, Washington & Philadelphia 


| 
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first insurance families, the McGees 
of Missouri. He attended Rockhurst 
college in K. C. and Georgetown U. 
in Washington, D. C. At the age of 
20 he began his insurance career as 
a member of the firm of Thomas 
McGee and Sons, under the able tu- 
toring of his father, Joseph, Sr. 
World War II intervened and Joe 
rose to the rank of Captain in the 
Army Air Force before mustering- 
out. Among his many duties Joe 
served as test pilot and plant admin- 
istrator in the Glenn Martin B-29 de- 
velopment program. 


When Joe assumed the reins at 
Old American in 1945, the annual 
premium volume was $423,000. In 
1955—1ten years later—it will be ap- 
proximately $3,700,000! 


Joe has been a tireless worker for 
the direct mail cause. He was active 
in the formation of Associated Third 
Class Mail Users: is on the Advisory 
Board of the National Council of 
Business Mail: has worked closely 
with the Federal Trade Commission 
in establishing and maintaining high 
standards of ethics for the direct- 
selling insurance companies. His 
civie activities have included United 
Fund Drive Captain; Director and 
Treasurer Community Studies, Inc.. 
a leading research organization: 
Board of Governors, Kansas City 
Chapter National Safety Council: 
Vice President of the Kansas City 
Advertising and Selling Club: one 
of the founders of Kansas City Di 
rect Mail Club. 


In spite of all his outside activi- 
ties, Joe finds time to spend with his 
lovely wife, Anne, and their four 
children at their home (1045 West 
54th Street) in Kansas City’s beauti- 
ful Country Club Plaza district. 


It’s hard to explain in words why 
Joe McGee, Jr. is such a likeable 
cuss. But it’s easy to prove. In all 
its sixteen year history Old Ameri- 
can has never lost a major executive 
to another company. 


You need only know Joe for a 
short while until you realize that 
here is a man who does not do 
things by halves. He will bring to 
DMAA the kind of leadership so ably 
provided by his illustrious predec- 
essors. 
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HOW’S 
BUSINESS? 


A number of people have written 
to The Reporter recently to ask if 
we have any authentic reports on 
what other businesses are experienc: 
ing in the way of returns from direct 
mail (or mai! order). The corres- 
pondents have been suffering from 
decreased returns and are alarmed. 


We have been doing some check- 
ing ... but no one seems to be will- 
ing to talk for publication. From 
roundabout sources, it is understood 
that average returns during the first 
part of the year have been way off. 
Some of the blame is directed at the 
violent newspaper attacks against di- 
rect mail, The experts prophecy that 
the reper ussions from that fierce 
campaign will gradually fall off. This 
reporter agrees. But we think some 
of the blame for decreased public re- 
action should be placed in the laps 
of the people who are misusing the 
mail by using mailing lists which 
contain terrific number of duplica 
tions. 


Our old friend, Elmer Roeper, one 
of the organizers of the Mail Adver- 
tising Service Assn. and a former 
manager of Postage magazine, is now 
president of Cliffside Body Corp., 230 
Laird Ave., Cliffside Park, N. J. He 
still keeps his eyes on direct mail and 
sends us comments from time to time. 
Last month, he received three iden- 
tical pieces from an advertising pho- 
tographic studio in one mail. An 
other duplicate piece arrived the next 
day. A few days later, Elmer re- 
ceived three identical pieces from an 
office equipment manufacturer in the 
same mail. A week later, he received 
five identical mailings from an indus- 
trial supply manufacturer. (Whoops! 
The photographic studio mentioned 
first continued the confusion. Elmer 
got four more duplicate cards in the 
same mail.) 


Elmer thinks that these duplicate 
mailings (and the publishers who 
are mailing variable and conflicting 
offers) are responsible for deluding 
the power and sincerity of direct 
mail. We agree with his sentiments 
that “some things never change in 
direct mail, and John Howie Wright's 
mailing list editorials of 30 years ago 
would be just as potent today.” 
Maybe we should revive some of 
those old editorials cautioning 
against duplications. 
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TAKE A TIP FROM THE 


CIRCUS 


Put some of the excitement ... the romance .. the splendor of the 
circus into your direct mail. Become more conscious ¢f color, Experiment 
with affects that can be achieved through color. Your reward will be 
more impact... more attention .. . higher readership. 
That . . . most of all. 


And when you think of color, consider Peninsular’s complete line of 
Showmanship Papers . . . unusual text and covers. Ask us to send you 
sample books of our cover papers which have color on one side and 

a different color on the other. Ask for Duplex, and Dubl Color 
Duplex, and Bermuda Duplex. 


oper Company 
YPSILANTI MICHIGAN 


Send your 3 sample books please which show swatches of your two-color papers 
Duplex, Dub! Color Duplex and Bermuda. Would also be interested in seeing sample books of 
) Tuscan Cover Zamora Cover ( ) Pab Cover ( ) Telephone Book Cover 
) Brilliant White Twin Tone (both cover and text) 
Name Title 
Company 


Address 


City 
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will vield “bucketfuls” of inquiries and 
orders for your product or service. They also 
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build goodwill. 


Letters mailed from Paris (written on guest 
stationery of leading hotels when desired), with 
colorful French stamps affixed are THE real 
attention getters. 


Looking for a new angle for your next cam- 
paign? Let me dream up a promotion especially 
for you using Auto-typed Auto-pen-signed per- 
sonal letters, mimeographing, multilithing or 
printing. 


. and don’t say: “Can't tie-in with my pro- 
duct” before talking it over with me. 


“Letters From Paris” are produced in France's 
modern direct mail plant: Ets. Marme & Com- 
'0'e'6'6.9.4'6'659.4 pagnie, 26-28 rue Sedaine, Paris. 

Se 


XK i Want more information? Want prices and 
4 schedules? Just write on your letterhead to 


JOHN L. RICHARDS 


Representative for the U. S. and Canada 
1356 Madison Avenue. New York 28 


rel.: Templeton 1-1970 or Rector 2-2760 


4 


We welcome your direct mail ideas and news items for this department. Send all meterial to 
Short Notes Department, The Reporter of Direct Mail Advertising, 224-7th St., Garden City, N.Y. 


.. 


issue. The dates on which conventions 


- is our convention report 
are held give us deadline head- 
aches. But weve tried to crowd into 
these pages under rush conditions the 
best of what happened in Chicago. A 
convention which saw direct mail 
reaching its finest hour. Next month 

we'll be getting back to normal. 
Or maybe not .. . because we'll have 
some surprising things to tell you all 


eee 


[) THE AMERICAN SALESMAN, a new 
pocket-size magazine which made its 
debut last month, is an impressive- 
looking publication that fills the long 
need of solid information for personal 
salesmen. Its first monthly issue (96 
pages) was filled with inspirational 
features by top-notch names in the 
sales world, neatly woven together with 
short squibs of sales advice and plenty 
of illustrations. The magazine is be- 
ing sold only by subscription ($5.00 
per year), and many companies are 
taking out subscriptions for their en- 
tire sales force. If you are interested, 
write to AS. at 49 W. 57th St.. New 
York 19, N. Y. 


| NIAA MOVES HEADQUARTERS: The 
International Headquarters of the Na- 
tional Industrial Advertisers Associa- 
tion has moved from 1776 Broadway, 
New York to larger offices at 271 Madi- 
son Ave., New York 16, N. Y. NIAA’s 
MUrray 


new telephone number is 


Hill 5-8921 


eee 
) HERE'S AN IDEA that was a “na- 
tural” for the user reported here 
but it might be adapted for other direct 
mail uses. The Maser Photo Dealers’ 
& Finishers’ Assn. Western States Con- 
vention & Photographic Trade Show 
was held in San Francisco early this 
month. To boost attendance for the 
confab (with a program devoted to 


color), the association mailed photo- 
graphers a Kodakrome slide showing 
a beautiful photo of the Golden Gate 
bridge. When projected, the slide made 
a billboard impact with this message 
against the bridge scene: “Mr. Photo- 
graphy M. P. D. & F. A. invites 
you to colorful convention to 
strengthen your claim to this title in 
your community.” Printed on the card- 
board frame of the slide was the con- 


vention date, place, etc. 


om} 


| HOUSE OF BLUE LIGHTS: Saturday 
Night Press, 73 Richmond St., Toronto, 
Canada, does a live-wire selling job 
with their interesting bi-monthly Idea 
File, a four-page h.m. of promotion 
ideas and news. Latest issue contain- 
ed a real SNP production demonstra- 
tion .. . illustrating their quality color 
control. Next to two yellow panels 
which looked the same was an item ex- 
plaining that when most colors come 
off the press, the naked eye can detect 
bad ink distribution. But because of 
lack of contrast with white paper, it’s 
hard to spot “pit holes” in yellow. The 
item went on to explain that SNP 
developed the technique of checking 
yellow presswork under a blue light 
which makes yellow appear decid- 
edly gray, increasing contrast with the 
white paper. Enclosed with issue of 
Idea File was a die-cut frame contain- 
ing a piece of blue film, so readers could 
try out the “blue light’ idea on the 
two printed yellow panels. Sure en- 
ough ... under the blue film one panel 
was bad, the other evenly printed 


eee 
COPYWRITERS, especially those who 


write about home furnishings, are 
getting complete information on saran 
monofilaments by the way of a unique 
“Copywriters Kit” compiled by 
National Products Co., 


of saran. The file folder kit contains 


largest makers 


when the job is LARGE 


call LEMARGE! 


SERVING CHICAGO 
AND THE 
MIDWESTERN AREA 


Lemarge . . . the finest mechanically 
equipped mailing service in the 
Middle West producing all types of 
jobs at low cost. 


Lemarge . . . a battery of modern auto- 
matic inserting machines turning out 
over half a million pieces a day. 


Lemarge . . . specializing in speedy 


premium handling and mailing and 
low cost typewriter addressing. 


for details! 


LEMARGE maine seevic 


4175S. Street 


| 
| 
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order 
for 


The 


source 


these 


mail. 


Our 


mailers’ 
one time rental basis. 


include 


& 


buyers 


total 


use 


Magic figures 
in mail order. 


The 25 represents the 
years we've been serv- 
ing mailers. 


128 is the number of 
different lists 
them lists of cash mail 
we have 


all of 


on a 


makes us 
easily the largest owner 


in America for 


preferred 


lists 


on request. 


INCORPORATED 


run 
gamut from A to Z. They 
merchandise, 
book, magazine, health 
and other lists of men, 
women an d juvenile 
mail order buyers. 


variety and number of 
lists of 
identified cash buyers by 


the 


A Directory of Lists will be sent 


BOOKBUYERS LISTS 


363 Broadway, New York 13, N. Y. 


tabbed sheets 
and story of 
petroleum and brine, spun into filament 
form) and gives copywriters suggested 


telling the background 


saran (produced from 


copy lines about it they can work into 
their copy. If the products you 
deal with contain saran, write to Na- 
tional’s Public Relations Dept., Oden- 
ton, Md., and they'll be glad to send 
you one of the free saran information 
kits. 


own 
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| FLYING THE FLOOD DEPT.: When 
the shocking flood hit 
Connecticut Pennsylvania, 
printers and other direct mail producers 
were hit hard . . . not only with plant 
damage, but also with transportation 


Massacusetts 


and many 


washout making deliveries impossible. 
But two plants, The Hughes Printir: 
Co., East Stroudsburg, Pa. and Hildre 
Press, Inc., Bristol, Conn., weathered 
the storm when Clinton Hughes came 
to the rescue with his private Cessna 
airplane. Service departments were set 
up at Teterboro Airport in New Jersey, 
and Clint flew his plane daily between 
the two plants . . . carrying important 
mailings out of the stricken areas all 
week. Needless to say, customers were 
delighted with the “come hell or high 
water” delivery service 


eee 


| THE LARGEST SPECIALIZED MARKET 
in the country today is the Catholic 
market, according to the 1955-56 edi- 
tion of the Catholic Press Directory. 
Published last month by the Catholic 
Press Assn., 150 E. 39th St.. New York 
16, N. Y., the directory lists 535 Catho- 
lic publications, and gives some vital 
market information Catholics 
. notably that they are now more 
than 32 million strong, 
birth rate which is more than double 
that of the national population. As po- 
tential Catholics 
about $1,000 more per year for con- 
than non-Catholic 
families, says the directory. You can 
get a copy of the directory by sending 
$3.00 to CPA at the above address. 


AT 
Emerson's line of sales advice literally 
and “built a better mousetrap”. Gold- 
finished and jewel-studded, its big fea- 


about 


and have a 


customers, spend 


sumer products 


someone has taken 


ture is the debossed advertising imprint 
which makes it an ideal give-away as 
a desk clip. Called Glamor-Klip, the 
imprinted mousetrap desk clip can be 
used for holding mail, memos and other 
papers. Your prospects probably won't 


“make a beaten path to your door”, 


but Glamor-Klip is a clever remem- 


brance gimmick well worth investi- 
gating. Write to Innovators, Inc., 901 
Broad St., Newark 2, N. J. for prices 
and more information 
— 
eee 
DIRECT MAIL ENVELOPE CO. has 


come out with a new 36-page catalog 


listing over 1800 different envelope 
stocks, styles and sizes and 12 self- 


mailer formats. An “Envelope Specifier” 
section tells how to select the best size 
and style envelopes for any number of 
mailing purposes. You can get a copy 
by writing to sales manager Henry A 
Berg, 15 W. 20th St., New York 11, N. Y. 


eee 


[) TYPOGRAPHY BY MAIL is a 
kit offered by Monsen Typographers, 
22 E. Illinois St., Chicago 11, Ill. De- 
signed to eliminate difficulties of ob- 


new 


taining typography (when a company 
is not located in a metropolitan area), 
the kit contains typographic instruc- 


tion sheets, summary of Monsen’'s 
service, airmail and regular postage- 
paid labels addressed to the nearest 


Monsen plant. 
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“BRILLIANCE WITHOUT GLARE” 
is beautifully demonstrated in a new 
sample booklet of three papers made 
by Hopper Paper Co. It shows identi- 
cal subjects on standard finish and tex- 
tured surfaces of Hopper Offset, Sun- 
ray Opaque and Carrara Text papers 
The same plates and make-ready were 
used for each of the three finishes 
Bound with gatefold pages, the book- 
let is a handsome sampler . . . show- ° ene 
ing how well the papers reproduce Excels in erasability, 
multicolor and black and white. You appearance _ finish... 


can get a copy by writing to C. J 


Armacost of Stanford Paper Co., 3001 
V. St NE., Washington, 18, D. C. (Wh 
CLEAN SWEEP FOR GILBERT: Al! A 


winning entries in the Letterhead and 


Envelope catagory of the 5th Annual igs AMERICA DOES BUSINESS ON fii 


Lithographic Awards Competition 


were lithographed on Gilbert Bond 
paper. Sponsored by the Lithographers 
National Assn., the contest drew en- 
tries from all over the country .. . 
judged by a board of seven prominent 
designers. Top letterhead honors went 


One of the largest selling papers in 
the world, Nekoosa Bond is serving 
American business everywhere...add 
ing prestige and distinctive appearance 
to letterheads ... making other busi 
ness forms more readable and durable. 


Your printer can supply Nekoosa Bond 


and matching envelopes in the new 


brighter white...or in your choice of 
1] other attractive colors. Also avail 
able, in standard sizes, at your office 


supply or stationery store. 


IT PAYS TO PLAN WITH YOUR PRINTER 
to Golden State Mutual Life Ins. Co., 
1999 W. Adams Blvd., Los Angeles 18, 
Calif. Theirs was a simple but striking 
embossed gold emblem creation (de- 
signed by Saul Bass), lithographed by 
Koltun Bros., Los Angeles, on Gil- 
bert’s Resource Bond. Rightfully proud 
of their clean sweep, Gilbert has 
packaged samples of the six winning 
letterheads in a portfolio. You can get 
it by writing to them at Menasha, Wis 


eee 


j SHEET FED GRAVURE produces a BY THE MAKERS OF 
beautiful quality effect . especially 
when its done as well as a recent folder NEKOOSA LEDGER @ NEKOOSA MIMEO 
produced by The Lakeside Press, 350 NEKOOSA DUPLICATOR @ NEKOOSA MANIFOLD 
NEKOOSA-EDWARDS PAPER CO., PORT EDWARDS, WISCONSIN 
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| MAIL 
DIRECT MAIL 


To find 
out about 
these 

good ideas 
send for a 
free copy 
of this 

U. S. E. 
DIRECT 
ADVERTISING 
booklet. 


UNITED STATES ENVELOPE bu 


SPRINGFIELD 2, MASSACHUSETTS 
15 Divisions from Coast to Coast 


E. 22nd St., Chicago 16, Ill., for Kindel 
Furniture Co., Grand Rapids, Mich. 
Using single color photography, Lake- 
side combined gravure with Deeptone 
offset for added color. The result was 
a folder that realistically displays 
Kindel furniture with the utmost 
quality. While sheet fed gravure is 
usually expensive, a year’s campaign 
can be ganged (as was Kindel's) to 
bring the cost down considerably. 

eee 
[) GOOD HOUSEKEEPING magazine 
is merchandising a beauty article from 
their current issue with a special mail- 
ing to 3,000 retail drugstores across the 
country. The stores will receive a 
booklet titled How To See Yourself A 
New Woman (condensed from the G-H 
article). Thirty manufacturers are tied 
in with the promotion, through which 
the magazine hopes to distribute 750,- 
000 copies of the booklet. 

eee 
() THE CURTAIN RISES ON .. 
title of a dramatic mailing piece receiv- 
ed from Provincial Paper Limited of 
Toronto, Montreal and Winnipeg, 
Canada. Illustrating title are hands 
striking cymbals (in full color). The 
piece opens oy four steps ... each 
wing describing in theatrical terms and 


. is the 


illustrations the introduction of a new 
Permacoat sheet “we've been rehears- 
ing for months”. Really exciting copy 
and layout. We think American Paper 
Manufacturers could profit by adopt- 
ing some of the freshness and liveiness 
of our Canadian cousins. Maybe adver- 
tising manager Gib. Mackie at Provin- 
cial, 388 University Ave., Toronto 
would be willing to send you a copy 
if you ask nicely. We were particularly 
glad to see that our old friend George 
Franklin is given credit for the “origi- 
nation” of the idea 
No wonder the Provincial campaign, of 
which this piece was a part, won a top 
of their industry in the DMAA annual 
contest. 


It's a masterpiece 


[) PROSPECTS ON A TEAR: To dem- 
onstrate the toughness of their Bottle 
Master cartons, Atlanta Paper Co., At- 
lanta 2, Ga. mailed bottlers a folder 
announcing: “Since Do-It-Yourself is 
the rage of the age we're sending you 
your own ‘do-it-yourself tear test on 
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a history-making 
developmentin advertising 


Q 


A. THE RESULT of five years of developmental research 
in cooperation with major national advertising agencies, 
R. L. Polk & Co. is pleased to announce a new advertising 
idea ...a new advertising medium which makes it pos- 
sible and practical for advertisers and their agencies to 
appeal directly to the individual potential buyer with a 
vigor never before possible! 

This new medium is THE POLK MARKET, consist- 
ing of 50 million people, and five times 50 million market- 
ing facts ... facts which make it possible for each adver- 
tiser to select and reach his known potential buyers... 
defined by him and identified by us from THE POLK 
MARKET. 

We know what kind of neighborhood these people 
live in, what kind of house they live in, whether they 
own their home or rent, where they work, what their 
job title is, what their past buying habits have been, 
whether they’ve made a major purchase recently, what 
kind of a car they drive and how old itis... 

In short, today we place at advertisers’ disposal a tre- 
mendous circulation list reflecting the constantly shifting 
social and economic character of the American buyer, 
organized for efficient, highly selective use and geared to 
make all advertising dollars work more effectively. 

THE POLK MARKET is Direct Mail Advertising 

.. with a fervor! It is Direct Mail Advertising offering 
a vastly refined, dynamic circulation list. It is Direct 
Mail Advertising planned to permit complete integration 
into the family of major advertising media, because 
R. L. Polk & Co. will function exactly as the publisher 
functions in other printed media. It is Direct Mail 
Advertising assembled and coordinated with other media 
to enable an advertiser to strike his known potential buyers 
with impact never before possible! 

As the result of our years of development of THE 
POLK MARKET, we now make the following policy 
announcement: 

Effective immediately, standard gross rates and 
specifications will be established by R. L. Polk 
& Co. when functioning as the complete publisher 
for specific types of Direct Mail Advertising 


MARKET 
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campaigns. These rates will apply equally to the 
advertisers and agencies concerned and will be 
fully commissionable to the agency. 


R. L. Polk & Co., as publisher, will accept full 
responsibility for quality control on all phases of 
publication. The agency's responsibility shall end 
with the presentation to us of acceptable artwork, 
engravings, electros, etc., under the usual standards 
of printed media trade practice. R. L. Polk & Co. 
assumes responsibility for the preparation and 
quality of the printed advertisement, for selection 
of the circulation list, and for distribution to the 
selected market according to agency schedule. 


This policy is not retroactive and will not extend 
to miscellaneous services performed directly for 
advertisers by our Direct Mail Special Services 
Department on an individual item basis. 


Early in 1955, we opened a new publishing plant, which 
gives us greater capacity and brings about increased 
economies which help make possible this announcement. 


We are developing new techniques and equipment 
which promise even greater efficiency for Direct Mail 
Advertising in the years ahead. Agencies and their 
clients will reap the benefits of these developments as 
rapidly as we can bring them into productive use. 

The one national medium capable of effective, practical 
cultivation of the individual buyer is THE POLK 
MARKET ... the new medium for advertising’s new era. 

If you would like to know more about THE POLK 

MARKET and its applications to your products and 

marketing problems, we will be happy to talk to you at 

your convenience. Please address your inquiry to R. L. 

Polk & Co., 431 Howard Street, Detroit 31, Michigan. 


Ralph L. Polk, President 
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YOUR LINK BETWEEN MASS ADVERTISING AND SELECTIVE IMPACT eee 
wees 
. 


From time to time I am asked to 
suggest a plan for a complete 
direct mail program. Plan and 
copy as well as art. I am giving 
personal service by mail to firms 
in all parts of the country and 


perhaps I could help you in 


preparing your direct mail 


campaign. Just write me a letter 


outlining your requirements and 


I will quote you prices for my 


preliminary idea sketches and 


time needed 


ART WORK BY MAIL Pian, copy, stetches and finished art work 


RAYMOND LUFKIN Pian, copy. design, illustrations and typography BY MAIL 
124 West Clinton Avenue, Tenafly, New Jersey 


delivered direct to your desk by mail 
from my studio at home 


CONNECTICUT 


Drawn for the National Fire 
Group, Hartford, Connecticut 


ENglewood 3-4860 


Psst! Get an AdverKit! 


Plan colorful campaigns from an idea- 
pocked portfolio of over 100 direct mail 
samples 

Create action-getting, b t-of-industry 
mailing pieces from a new selection of 
Jumbo Cards, Flash Bulletins, Cartoon 
Letterheads, Eye-Stopper Envelopes, and 
Gimmick Mailings. 


All AdverKit items created and pre- 
printed by American Mail Advertising. 
Your sales message easily added using 
any office duplicator. 

Mail $2.00 for your AdverKit—refundable 
on first order, 


AMERICAN MAIL ADVERTISING 


INCORPORATED 
610 Newbury Street, Boston 15, Mass. 
Tel. COmmenweeolth 6.7540 


it yourselt with) 


—the last word in paper type 
for offset reproduction. 


SETS EVERYTHING 


Anyone can set headlines and body 
text for ads, printed pieces of all 


kinds. 

QUICKER, EASIER 
Presto Type comes on wooden 
holders . . . sets by eye—no opaquing 


between characters necessary. 


COSTS LESS 
Complete fonts from 
$2.25 to $11.25 

WRITE FOR 

CATALOG 

Showing 
300 Type Faces 


PRESTO PROCESS CO. 


243 N. WATER STREET 
ROCHESTER, N. Y. 


CONTINUED | 


Atlanta Cartons.” Tipped-on inside 
were samples of Natural Kraft Board 
(from which Bottle Master cartons 
are made) and cylinder waste paper 
(used in other cartons). While the cyl- 
inder waste paper sample tore easily, 
prospects found it almost impossible to 
rip the Natural Kraft Board (formed 
of long, heavy pine fibers—interlocked 
into a solid sheet that resists tearing) 
The unusual “tear test” folder was the 
third in a series of Atlanta mailings 
titled “Inside Atlanta Cartons”. 


[) THIS GERMAN FIRST-DAY ISSUE 
made an interesting mailing from 
Swedish American Line Agency, Inc. 
(general passenger agents for North 
German Lloyd), 636 5th Ave. New 


York 20, N. Y. When the M. S. Berlin 
(formerly M.S. Gripsholm) made her 


maiden voyage from Bremerhaven to 
New York, the German Post Office is- 
sued two new stamps in 10 and 25 
pfennig values to commemorate the 
occasion. SAL’s advertising depart- 
ment mailed the first-day issue to 
4,500 travel agents throughout the U.S 
Special envelopes were postmarked 
aboard the M. S. Berlin, and contained 
a letter about the stamps and ship 
Reaction from travel agents (many of 
them philatelists) proved the mailing 
was a big success. 


[) BIFTY YEAR FETE: The Mayor of 
Scranton, Pa., issued a proclamation 
last month which officially designated 
Sept. 18 to 24 in that town as “Eureka 
Week” ... in honor of Eureka Spec- 
ialty Printing Co.'s 50th Anniversary. 
Eureka started fifty years ago in an 
abandoned red schoolhouse in Scran- 
ton. During half a century the town 
has seen Eureka expand to a large 
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Another reason why Hammermill Bond prints better, types better, looks better 


IT TOOK A HAMMERMILL INVENTION AND *500,000 
—but now your Hammermill Bond is cleaner than ever 


OW YOU CAN sign your letters on 
Hammermill Bond with added pride. 


Hammermill Bond has always been 
scrubbed cleaner than a small boy going 
to a party. On its half-mile trip through 
our plant the pulp is washed and screened 
and bleached and washed again. That's 
why in the past you've found so tew 
specks to mar its brilliant blue-whiteness 

Now a Hammermill invention makes 
Hammermill Bond even cleaner than 
before. The equipment, shown above, 
gives our blended fibers one last “bath” 
just before they go on the papermaking 


machines 


J 


The pulp fibers are pumped, whirling, 
into those cone-shaped pipes. The dirt 
particles, being heavier, are flung two the 
outside and carried away so they can 
never get into the paper. That white 
froth you see is actually “dirty” pulp. The 
clean fibers rise to the top, are piped im- 
mediately to the papermaking machine 
There they become paper for the cleanest 
looking letters you ever signed. 


This invention took Hammermill four 
years to develop, half a million dollars to 
install; a huge investment just to make 
your Hammermill Bond “cleaner than 
clean.” 


Yet it's merely the newest in a long 
line of technological advances that 
make Hammermill Bond 1) print better 
—ask your printer, 2) type better —ask 
your secretary, 4) look better—see for 
yourself! Printers everywhere 
use Hammermill papers. Many Gust 
display this shield. Hammermill jf 


Paper Company, Erie, Pa. 


—yet 


costs no more 


~ and actually less than many other watermarked papers 
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AMBASSADOR 


Salutes 

F. W. DODGE CORPORATION 
winner of the 

HENRY HOKE AWARD 

for 1955 


Plaudits to F. W. DODGE CORPORATION for attaining distinction 
two years in a row for excellence in direct mail advertising. 


Taking the DMAA Award for two successive years, 1954 and 
1955, is achievement in itself. Now Dodge wins the HENRY HOKE 
Award in addition! 


Ambassador is proud to have made some contribution to this 
sequence of success. For 14 years Ambassador's automatically type- 
written and process letters have played a part in developing DODGE 
prospects. We appreciate their confidence . . . and extend our 
hearty congratulations to them for the honors so well deserved. 


AMBASSADOR LETTER SERVICE COMPANY 
11 Stone Street, New York 4, New York @ BOwling Green 9-0607 


CREATORS AND PRODUCERS OF FINE DIRECT MAIL ADVERTISING SINCE 1922 


for less than 


There’s only 


One 


DICKIE- 
RAYMOND 


DIRECT ADVERTISING 


and 


SALES PROMOTION 
for 34 Years 
Crocker’'s 
Planning Mirro-Krome postcards 
In full natural color 
Writing 
- Equally effective for initial promotion, 
Production follow-up merchandising or “‘remind- 
ers,"’ these sparkling postcards qual- 


| ify on all points: 
Quality—Prize-winning. First award 


in the 1954 National Lithog- 


470 ATLANTIC AVENUB raphers Assn. competition. 
BOSTON Price—LESS THAN 1%¢ APIECE. 
Additional information samples and prices 
225 PARK AVENUE from your nearest H. S. Crocker office. 
NEW YORK 
H.S. CROCKER CO., INC. 


109 CHURCH STREET 


NEW HAVEN San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E. 7th New York, 23 E. 26th St 
Baltimore, 1600 S. Clinton | 


Dept. R-10 


printing and warehouse operation now 
housed in a 170,000 sq. ft. plant (as 
well as another plant in Danville, 
Ill.). “Eurkea Week” was climaxed on 
Sept. 22nd by a big banquet honoring 
the company’s officers and employees. 


[) ADVANCE PLANS for advertising 
and sales promotion programs are 
hard to visualize all at once. To help 
clients and prospects overcome the 
problem, Sidney Clayton & Associates, 
75 E. Wacker Dr., Chicago 1, Ill, has 
designed an advance planning chart, 
giving all dates of the year in one vis- 
ual unit . . . with space for scheduling 
direct mail, space, and time campaigns. 
Sidney Clayton might have an extra 
copy he'll send you if you write to 
him at the above address. 


[) HAVE YOU RECEIVED ANY OF 
THESE? A popular shelter magazine 
got a government post card from one 
of their readers not long ago. Printed 
on the address side (in bold type) was 
this message: “ECONOMY POST 
CARD—It costs the taxpayers l5c to 
25c or more to send an official letter. 
This includes postage, stationery, 
stenograph.c, filing, and other serv- 
ices. It costs the taxpayers 5c or less 
to send this post card, which repre- 
sents a savings from 10c to 20c.” Is 
this an organized crusade against First 
Class mail .. . or the work of a frus- 
trated printer? 


[) “THE MOUTHFUL OF ADDRESS" 
DEPT. A press release we received last 
month read: “MEMO TO: Editors, 
typesetters, proofreaders, radio an- 
nouncers, etc. RE: Lake Chargoggagog- 
gmanchauggagoggchaubunagun - 
gamaugg. Following recent publicity 
given to efforts of the Webster, Mass. 
Chamber of Commerce Industrial De- 
velopment Committee to attract new 
industry to the Webster area, a number 
of cries of anguish from editors and 
radio announcers have been received 
together with requests for the correct 
pronunciation of the 45-letter Indian 
name of the lake and its meaning, if 
any. For your information, the Indian 
name means “Fishing place at the 
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OPAQUE 


It's not necessary to use a bulky sheet to eliminate 
annoying show-through in your letters, folders, booklets and other 
printed promotion. You know what we mean, by show-through 
if you've ever had an important piece ruined by being able to see 


heavy half tones, type and reverse plates through the page. 


Millers Falls has developed a superior opaque paper. It's called 
Millers Falls Opaque Parchment, a 25% cotton fibre content 
paper that works beautifully on either offset or letterpress. It is 
available in a complete range of sizes in Substances 12-16-20 


and 24 in 2 finishes, Cockle and Smooth. 


Millers Falls Opaque Parchment is currently being used to take 
weight and bulk out of insurance rate sheets and actuary tables. 
Also being used for sales bulletins, letters, house magazines and 
annual reports. Test it. Specify it. Use the coupon on the other side 
of this page to get your copy of the NEW Millers Falls Opaque 


Parchment Portfolio with the handy Opaque Test Chart. 


Offset on Millers Falls Opaque Parchment, White, Substance 16, Smooth Finish 


Millers Falls Paper Company 


Millers Falls, Massachusetts 
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Yes, get acquainted with the merchant nearest you. He's more than happy 


to answer questions, supply you with samples and dummies, consult with your printer. 


Call him now. He's just a phone call away. 


ALBANY, W. Y. 
Hudson Valley Paper Co., Tel. 4-9135 


ALBUQUERQUE, M. 
Graham Paper Co., Tel. 7-6883 


ATLANTA, GA. 
Sloan Paper Co., WA 0653 


BALTIMORE, MOD. 
Bradiey-Reese Co., PL 2-8129 
J. Francis Hock & Co., PL 2-1057 
Paper Supply Co., MU 5-6776 


BIRMINGHAM, ALA. 
Graham Paper Co., Tel. 3-2229 


BOSTON, MASS. 
John Carter & Co., CH 2-5000 
Century Paper Co., HU 2-2505 
Cook-Vivian-Lindenmeyr Co., Li 2-1885 


CHARLOTTE, WN. C. 
Castie Paper Co., Tel. 2-5168 


CHATTANOOGA, TENN. 
Graham Paper Co., Tel. 7-560! 


CHICAGO, ILL. 
Berkshire Papers, inc.. CH 3-5100 
Graham Paper Co., AN 3-0755 


DALLAS, TEXAS 
Graham Paper Co., RA 7238 


DAYTON, OHIO 
Jack Walkup Paper Co., HE 58658 


DES MOINES, IOWA 
Pratt Paper Co., Tel. 4-424! 


DENVER, COLO. 
Graham Paper Co., TA 6251 


DETROIT, MICH. 
Seaman-Patrick Paper Co., TA 5-224! 


EL PASO, TEXAS 
Graham Paper Co., Tel. 2-6573 


HARTFORD, CONN. 
Henry Lindenmeyr & Sons, JA 2-3167 
Green & Low Paper Co., JA 7-}112 
Rourke-Eno Paper Co., JA 2-8215 


WOLYOKE, MASS. 
Judd Paper Co., JE 4-566! 


HOUSTON, TEXAS 
Graham Paper Co., CA 6303 


JACKSON, MISS. 
Graham Paper Co., Tel. 3-4959 


KANSAS CITY, MO. 
Graham Paper Co., NO 3900 


KNOXVILLE, TENN. 
Graham Paper Co., Tel. 5-022! 


LOUISVILLE, KY. 
Graham Paper Co., Tel. WA 6526 


LUBBOCK, TEX. 
Graham Paper Co., PO 3-1949 


MEMPHIS, TENN. 
Graham Paper Co., Tel. 5-5822 


NASHVILLE, TENN. 
Graham Paper Co., Tel. 6-8116 


NEW HAVEN, CONN. 
Alling Paper Co., UN 5-610! 


NEW ORLEANS, LA. 
Graham Paper Co., TU 1722 


Send me your NEW Millers Falls Opaque Parchment Portfolio with 


handy opaque Test Chart. 


Name 
Company 


Company Address 


Millers Falls, Massachusetts 


WEWARK, W. J. 
J. B. Card & Paper Co., Mi 2-0920 


WEW YORK CITY 
F. W. Anderson & Co., CO 7-2060 
H. P. Andrews Paper Co.. GR 7-3070 
Beekman Paper Co., AL 5-4200 
Duplicating Papers, Inc., OR 5-1717 
M. M. Elish Co., CO 7-8477 
Forest Paper Co., WA 4-1400 
Linde-Lathrop Paper Co., OX 5-3300 
Milton Paper Co., WA 9-672! 
John F. Sarle Co., BE 3-8060 
Willmann Paper Co., WA 5-112! 


OKLAHOMA CITY, OKLA. 
Graham Paper Co., RE 9-2538 


PHILADELPHIA, PA. 
Molten Paper Co., LO 3-6487 
Paper Merchants, Inc.. WA 2-0750 
Schuylkill Paper Co., LO 3-1355 


PROVIDENCE, R. |. 
Narrangansett Paper Co., GA 1-422! 
Providence Paper Co., GA |-7600 


RICHMOND, VA. 
B. W. Wilson Paper Co., Tel. 7-2605 


SAN ANTONIO, TEXAS 
Graham Paper Co., CA 7-9234 


SPRINGFIELD, MASS. 
Rourke-Eno Paper Co., RE 7-4737 


ST. LOUIS, MO. 
Graham Paper Company, MA 1|-3355 


WICHITA, KANSAS 
Graham Paper Co., FO 3-1205 


WORCESTER, MASS. 


Butler-Dearden Paper Service, Tel. 3-633! 
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TENSION RELIEVERS "slow 


boundaries—neutral meeting grounds” 
and is really easy to pronounce. Just 
break the 45 letters down into seven 
lines like this: Char-goog/ A-gogg 
Man-chaugg/ A-Gogg/ Chau-bun/ A- 
gun/ Ga-maugg.” That might clear it 
up for editors and radio announcers, 
but how does a list compiler get it in 
a three line address (or even four)? 
Maybe Eli Kogos of Industrial List 
Bureau (a Webster, Mass., habitant) 
can help any list compilers stuck with 
this mouthful of address 


eee 


[] ELECTRONICS has become a big, 
important part of the direct mail pic- 
ture. Latest firm to hop on the elec- 


**No use Doc. Nobody or nothing can see 
through a Tension ‘Artlined’ Envelope! ™ 


tronic trend is Scriptomatic, Inc., who 
have come out with a new device of- 
fering complete selective control over 
any information punched into master It’s no secret where to look for top quality envelopes 


and speedy service! Write or call 


“TENSION ENVELOPE CORPORATION 


cards. Without disturbing the master 
file, punched cards with specific data 


% 
LOpgs.- TENSION ENVELOPES-TENSION ENVELOPES -$3d013 


WEW YORK 36,6. Y. © 522 Fifth Avenue DES MOINES 14, + 1912 Grand Avenue 
ST. LOUIS 10, MO. * 500! Southwest Ave. KANSAS CITY 6, MO. * 19th & Campbell Sts. 
MINNEAPOLIS 1, MINN. © 129 North 2nd 51. FT. WORTH 12, TEXAS © 5900 East Resedele 
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TENSION ENVELOPES-TENSION ENVELOPES-TENSION 


Now you can scent any 4A a 


kind of paper with any 
selected, re- fragrance on any press! 


can be automatically Ay 


jected, counted, etc., at the same time f 


the file is being addressed in a single All Flower or Modern Fragrances be 
machine run. An electronic sensing * Food Aromas and Odors ae 


mechanism can be set up for handling ? 
any required information easily ob- . 
tainable from a selector panel. Write F RAGRANCE PROCESS COMPANY MO 3-1582 


to Scriptomatic at 300-316 N. llth St. 73 SULLIVAN STREET * NEW YORK 12, N.Y 
Philadelphia, Pa. for complete details 


PP \ BIG results - urine cost - with 
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A CHECK ON ADVERTISING COSTS: CARR’S JUMBO 
Cavanagh Printing Co., 1523 S. 10th J a L A Ss H yo A R D s! 


St., St. Louis 4, Mo. is offering pros- 
pects and customers printed 8'2” x 11” 
forms to help them evaluate their ad- 


RE. Milwaukee 


SEND SAMPLE FLASH CARDS TO 


: rov home with stertling effect. Get color power tor « 
vertising costs. The forms provide a 

fraction of usual cost. Write for FREE design cote- 
system for checking mailings, tabulat- ” ea 


ing their cost per unit in the mail 
They show how to figure cost-per-in- 
quiry and cost-per-order, as well as a 
method for timing results. Good idea 


Dept 


THE CARR ORGANIZATION 


1319 N. Sed St. 


OCTOBER, 1955 
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It’s flattering to hear all those remarks you've been dropping around your club, Mr. Bliss— 
but really we are not the workers of miracles! G The reason you are getting those “fantastic 


returns” | from your direct mail, about which you have been boasting, is really not Planned 


‘ 


Cireulation—unless you want to credit us with choosing of lists that are right for your product. 


And, thanks too, Mr. Bliss for singing our praises for combing 5 the market to find the lists tailored 

to your needs, following through on your orders until deliveries are made, and for suggesting 
testing methods and short cuts— but, so far as saying we do not push our own lists— you see we don’t 
own one to push! We’re glad you appreciate our efforts, but that isn’t special service or preferred treat- 


ment you've been getting, Mr. Bliss—it’s the usual red-carpet service ALL our clients receive! 


ing around, examining (= 
“magic touch”) that will improve their direct mail picture. 


If Mr. Bliss hasn't cornered you to sing ) our praises—and you are in need of a single list or 


‘er 


thousands of them, lists of a hundred names or those with millions—call the customers’ Broker and note 


the difference. 


planned circulation 


19 West 44 Street - New York 36, N. Y. « MUrray Hill 7-4158 


aan We're not that good, Mr. Bliss 
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This Was Their Finest Hour 


(Convention Report by Henry Hoke) 


This was my 3ist annual DMAA 
convention .. . and it was by far 
the finest. Chicago of 1927 was the 
biggest but this one, again in 
Chicago, was the best. 

As the convention started and 
progressed, that history-making 
phrase of Winston Churchill kept 
popping into my mind. “This was 
their finest hour.” Finest hour for 
individual speakers, such as Leon- 
ard Raymond and Larry Chait. Fin- 
est hour for the association. for the 
delegates, for the hotel. for direct 
mail itself. Direct mail has had 
many battles on the way up for 
recognition and for mature stature. 
This was it. 

Everything started beautifully and 
smoothly. The deluge of early ar- 
rivals and the first Sunday night 
party in The Reporter headquarters 
on the 42nd floor (roof) of the Mor- 
rison furnished the tip-off that this 
convention would be a_ record 
breaker. If you have never seen the 
Penthouse (formerly called — the 
Bungalow) you should. We thought 
we might have to put in a bowling 
alley to fill up the enormous living 
reom but the visitors took care 
of that problem. At times we had 
as many as three hundred people up 
there and it still wasn’t crowded too 
much with the overflow in the 
bedrooms, kitchen and pantry. 

The Monday early Awards Breok 
fast started promptly, ran smoothly. 
and was fun for everyone .. . even 
though this reporter had difficulty in 
explaining why there were two 
Henry Hoke Awards (see explana- 
tion on page 47 in complete coverage 
of all awards). 

The opening session at 10:15 A.M. 
Jammed. 


Monday was a surprise. 


OCTOBER, 1955 


Larry Chait made best talk of his 
career. We are printing every word 
of it, starting on page 26. A chal- 
lenge to the direct mail of the future. 


The opening luncheon was even 
more spectac ular than the morning 
session. Dave Harrington, president 
of Reuben H. Donnelley and general 
chairman of the convention, was a 
perfect master of ceremonies. Intro- 
ductions were brief. Featured 
speaker, Leonard Raymond, 
dent of Dickie-Raymond., 
into his finest hour. His talk on the 
direct mail 


presi- 
entered 


proven readership of 
brought the medium into mature 
stature. You'll find the whole text 
with illustrations on page 30 of this 
convention report issue. 


During his talk someone showed 
me a clipping from the same day's 
issue of the Chicago Sun-Times. 
Under “Advertising News,” the 
DMAA convention was covered in 
three paragraphs. The first gave 
the usual who-where-what-when lead 
sentence. The third listed names of 
Chicagoans active on the committee. 
But here was the second paragraph: 
“Some 1,100 delegates are expected 
at the convention. which will dis 
cuss the use of the follow-up letters 
to increase the impact of newspaper 


* Footnote: One behind-the-scenes devel 
opment caused a lot of corridor and 
roor discussion Although not a part 
of official convention program Ralph 
Polk gave a private Sunday noon lunch- 
eon for representatives of the advertis- 
ing press. He revealed that starting im- 
mediately, the Polk Company would give 
usual agency commission on all planned 
direct mail campaigns We listened to 
the roor arguments and interviewed 
many of the other producers and creators 
such as Donnelley, Gray, Nahm, Dickie 
Raymond Buckley-Dement Circulation 
Associates, etc. We found that many had 
not read the Polk project report so we 


advertising.” Isn't it about time that 
newspaper management and editor: 
ial minds become of age? Leonard 
Raymond's talk was fifty years ahead 
of the newspapers’ horse-and-buggy 
thinking their narrow competi- 
tive thinking about direct mail. 
The first afternoon session on 
copy was of the usual standing- 
room-only variety. Cy Frailey gave 
his timetested presentation . but 
the newcomers (and even the old- 
timers) lapped it up. Most difficult 
to report since nobody ean put Cy’s 
antics into type. Bernie Mazel was 
good too and we'll try to find 
room for him in a future issue. 


The business meeting was .. . as 
usual. Not too good an attendance. 
In spite of a slight unorganized op- 
position, the slate of nominating 
committee went through. Elected to 
the board were the following: T. V. 
Bihler (cireulation director, Journal 
of Commerce, New York), M. P. 
Brown (president, The  Suecess 
Corp... Fort Worth), Glory Palm 
Carlberg (advertising & sales promo- 
tion manager, Zellerbach Paper Co.. 
San Franciseo), George J. Cullinan 
(vice president, Aldens, Ine., Chi- 
cago), J. A. MeGee (advertising 
manager, Trans-Canada Air Lines, 


Montreal), Mack B. Weiss 


(sales 


are printing the details on page 30 
consenus of opinion seemed to be 

will wait and see it may not 
practicable where are the agencies 
going to get the talent needed to handle 
direct mail properly?’ ete, ete. One 
thing is sure the university profes- 
sors were interested in the development 
and the whole convention. Eleven repre- 
sentatives of advertising courses in lead- 
ing colleges were present and extremely 
active in all the behind-the-scenes dis- 
cussions. They see a new day dawning in 
direct mail and are getting ready to 
supply the much needed brain power 
for the future 


‘ 
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New board meets 


(Canada), Hringe, Cullinan, 


morning gavel presentation to Tom Grant of F. W. 
Gerald Waindel 


Associates Investment 
could have had a phote of Gerry's surprised face 
received the unexpected 


This partial shot 
was taken during 
floor was crowded. Most of those we talked to were 


Want more of the same. 


Everybody had fun at the Monday evening Chuck 
lined up fer chow. 


DMAA president. 


executive, New Era Letter Co., New 
York}, Lloyd F. Wood (business 
manager, National Wildlife Federa- 
tion, Washington, D. C.). 

Alta Caldwell’s (entertainment 
chairman) Chuck Wagon Party was 
better by far than most of the stupid 
opening-day, get-acquainted parties 
of the past. The only trouble was 

. too many people . . . too much 
noise. We “retired” to the Pent- 
house early. But, by all reports, 
everyone had fun. And there were 
private parties going on all over the 
Morrison. 


Along about this time, we should 
report on the Morrison and _ its 
management. In the past, we've 
been critical of hotels which solici- 
ted and accepted national conven- 
tions and then ignored or insulted 
the collective or individual delegates. 
The Morrison treatment was . . . as- 
tounding. This was their finest hour. 
Sure... there were some complaints 
about slow registering or no rooms 
available, but everyone, including 
DMAA staff. underestimated the at- 
tendance. The previously selected 
hotel had promised around 400 
rooms. The Morrison promised 800. 
By Monday morning at least 900 
rooms were filled with unexpected 
DMAA delegates. One hundred and 
fifty last-minute registrants turned 
up for the opening luncheon. We 
think the Morrison management did 
a magnificent job in trying to take 
care of an emergency outpouring. 

The layout was perfect. Registra- 
tion desk in exactly the right place. 
adjoining both exhibit hall and 
meeting rooms. A hotel official, Mr. 
Larsen, was on the floor at all times 
taking care of exhibitors’ needs. 
Jane Hart, who you've all heard 
about in convention office, was 
everywhere . . . smoothing over dif- 
ficulties. The general manager of 
the hotel, John Grande, was exactly 
like the first syllable of his name. 
He was G-R-A-N-D. | wondered why 
a lady by the name of Rose Swartz 
was breaking her neck to make 
everyone happy on catering service. 
She seemed so familiar somehow. 
And then I discovered she was for- 
merly assistant secretary of the Uni- 
ted Typothetae of America (now 
Printing Industry of America). 

Fred Puffer, director of sales for 
the Morrison, was equally on the 
job. Flitting around conspicuously. 
Even “room service” was amazing. 
Major-domo Fred Smacker could do 
anything . . . and did it. I've never 
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seen such an example of coordina- 
ted, friendly hotel management 
working under the most difficult and 
unexpected conditions. I didn’t meet 
a house detective all during the con- 
vention until the final afternoon 
when the head security officer showed 
up to take the gag picture shown on 
these pages. (He probably ducked 
his head . . . so that he couldn't be 
recognized.) We think John Grande 
and his crew deserve some sort of 
an Oscar from the Hotel Manage- 
ment Association for a perfect job in 
public relations. My vote is... 
for a return to the Morrison in the 
early future. 

The show moved on . . . too 
rapidly. Enjoyed the Tuesday morn- 
ing skit put on by six members of 
the Washington Advertising Club. 
Real talent there . . . in showing the 
dangers of buying direct mail... 
without planning. The actors should 
be booked around the country .. . 
if they can spare the time. 

The Tuesday noon luncheon of the 
Associated Third Class Mail Users 
was also .a knockout. Although 
not an official part of DMAA pro- 
gram it is getting to be “an institu- 
tion.” Secretary Harry Maginnis 
has done such a swell job represent- 
ing third class mail users in Wash- 
ington... Everyone should support 
him ... no matter how small the 
amount. Featured speaker, Senator 
Olin D. Johnston, really tore down 
the roof of the Post Office Depart- 
ment. Ile said what a lot of us have 
been saying for the last ten years, 
but his name and station mean more 
than ours. He doesn’t think postal 
rates should be raised until the whole 
structure of the Post Office system 
is overhauled and the Post Office 
gets credit for all the free-loaders. 
He was, I think, a little too tough 
on the working staff of the Depart- 
ment who are honestly trying to do 
a job I passed a clean handkerchief 
over to nearby Roy Sheridan, repre- 
senting the Department, so that he 
could ery in comfort. 

Tuesday afternoon there was just 
too much going on. Four depart- 
ments... mail order, fund raising, 
industrial and coordinated pro- 
grams. Couldn't cover all of them 
... but heard good reports of all. 
Will report later on some of the 
highlights collected especially 
Arthur Karl's panel on Motivation 
Research Applied to Direct Mail. 1 
met one oldtimer out in the hall, 
whose feet were wearing out. He 
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Seated ieft to right: Herman 

(attorney), Harvey, Brown, Breck, Goldwasser 

(Secretary), Mahoney (Canadian V.P.), MeGee 
(President), Merriam (American V.P.), Bihier 
(Treasurer). Standing left to right: Wood, Weis, 
Meyer. 

Nig 4 ber kis Reporter edit make at early 

well pleased and 
ees. The fellow in the white hat and loud shirt is 
Harry Porter former 


said, “Henry, this is getting to be 
like a four-ring circus. Too much to 
do in three short days. Better ex- 
tend it or I'll have to stop.” Hank 
Henderson, of McGraw-Hill, stepped 
up with a suggestion to run the con- 
vention for five days with a speech- 
less day in middle to rest up. Not a 
bad idea. 

The second night there were pre- 
banquet parties or open houses all 
over the hotel. Tension, Time, Polk, 
Dickie-Raymond, James Gray, Cana- 
dian crowd, Walter Drey, Mary Lou 
Groves. Too many for this reporter 
to cover. Our apologies for not 
making courtesy calls. The Pent- 
house was busy too. The banquet 
was... out of this world in the 
beautiful Terrace Casino. It is pos- 
sibly the spectacular night 
club layout in any American hotel. 
Some delegates missed it because 
they thought they had seen “Okla- 
homa.” But they hadn't seen this 
burlesqued miniature version which 
was a strong contender for top place 
with Detroit's “Make Way for 
Youth” and Boston's “Pops Con- 
cert.” It was their finest hour. 

Wednesday . and everyone was 
getting tired. The Circles of Infor- 
mation and Market Place were a 
welcome relief. Folks could mill 
around and sit down where conver- 
sation was interesting. As usual. . . 
the copy tables were jammed to the 
gills. Maybe a whole day should be 
devoted to just copy tables. 

The closing luncheon in the Ter- 
race Casino was thrilling. Retiring 
President Art Theiss received de- 
served tributes. There was spontan- 
eous applause for the new and young: 
est president, Joe McGee, who was 
surprised no end to find his father 
and mother in the audience (brought 
from Kansas City, courtesy of Dave 
Harrington). Last speaker, Jack 
Lacy, was his usual dynamic self... 


most 


telling sales stories. 

We said goodby to as many as 
possible filing out of the last ses- 
sion. Charlie Downs, steering com- 
mittee chairman, and Bob Stone, 
program chairman, cornered us for 
a final confab at the Bitter-Enders 
Party. They both put the question, 
“Well, what was wrong?” My an- 
swer, “Henry Hoke goofed ... 
couldn't find a single thing to criti- 
cize.” And that was right. After years 
of criticism . . . this one was just 
about perfect, excepting for a few 
minor snafus which are bound to 
happen .. . such as running out of 
registration badges, because atten- 
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dance had been underestimated. 

No one as yet seems to know 
exact registration. There were about 
871 advance (or full) registrations. 
But at least 150 extra turned up for 
the Leonard Raymond talk. Many 
others registered for one day or in- 
dividual sessions. We'd estimate a 
total turnover of around 1,500 

It was good to see so many old. 
timers in the birthplace of DMAA. 
Many came to honor Homer Buck- 
ley, the founder. Saw Jim McNamee 
of St. Louis, for example, whe 
hasn't been to a DMAA convention 
in fifteen or twenty years. Still full 
of pep and vinegar .. . and regaled 
us with a story (with pictures) of 
how he “sold” a St. Louis news- 
paper on putting in a lobby display 
of direct mail and newspaper adver- 
tising side by side. 

If the direct mail 
continue to grow as they have been 
. .. it may be necessary to shuttle 
back and forth between Chicago and 
New York. It may be necessary to 
employ a full-time 
convention manager, because it cer- 
tainly is not fair to ask the local 
committee people to do so much vol- 
untary work. Wish it were possible 
to mention all the guys and gals 
who labored so hard . . . such as 
Norm Ventriss on exhibits . . . Bob 
Enlow on attendance promotion . . . 
Oscar Palmquist on arrangements 
; George Bryant on finance, ete. 
As I told Charlie Downs and Bob 
Stone, “This was their finest hour 
..» but they'll probably have to get 
their reward in heaven.” 

Again, as last year, we decided 
not to stay over for the bitter-enders. 
So a quick, confused packup in the 
deserted Penthouse. Last year, we 
wrote our report to the absent Mary 
Lou Groves. This year, she drove 
us to Michigan City to chew the fat 
personally. We sat in the patio of 
her scrumptious new home in Long 


conventions 


professional, 


Beach . . . looking over a peaceful 
Lake Michigan. Peggy Greenlaw 
played “September Song” on the 


Capehart and we all got sorta senti 
mental talking of all the fine friends 
we meet at these conventions 

and the ones we miss because the 
time is too short. And we all talked 
about the long, long time till next 
September's end when we'll be 
gathering in New York for the 39th 
annual. How the New York commit 
tee can outdo Chicago's Finest Hour 
is beyond me. But that is their 
problem. 


Other convention notes pege 172 


Two fellows having fun at Chuck Wacon Party. 
Huddy Mayo, representing National Postmasters 
Association, tauching at piano-playing printer, 
Dick Messner, milking the ice cow. 


Mack Beresford of James Gray, Inc., N. ¥., enter- 


tained with macic all over the place assisted 
by Cleo Monson of Committee for Economic De- 
velopment, N. ¥ 


Abe Mitchell was the only oldtimer staging public 
magic entertainments, cutting a woman in haif 
and stuff but Leslie Guest did his stunts in 
Keporter headquarters competing wth Mack Beres 
ford at Gray's site. Too many of the magic experts, 
like Luke Kaiser and Bill Wahl, were missing 

and missed. 


Gag shot as convention closed. Hotel staff trying to 
help wornout Reporter editor to get out of hotel 
Managing Director John Grande at right issuing 
directions, “Help him out!” From left to right 
dane Hart (convention sales), Chief House Officer 
O'Malley, worrted “Pete” Hoke, Sales Manager 
tread Puffer, Catering Dept Rose Swartz, &x 
hibit Mer. Rolland Larsen. Fred Smacker, Room 
Service Manager, arrived one minute late for the 
shot Likewise missing . Hill Mauser, Catering 
Mer., who was busy whding up closing luncheon 
What a gang! 
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by Lawrence G. Chait, 
R. L. Polk & Co. Detroit 


Within recent weeks there have 
been many articles and a great deal 
of discussion about this world of 
ours ten years after World War II. 

The one thing most of us have 
learned in this age of recurring 
crises is that our profession of ad 
vertising cannot exist in a vacuum 
separate from the world at large. 
Everything that affects the peace and 
prosperity of our Nation has an im- 
mediate effect on us as advertising 
practitioners and upon the effective- 
ness of the work we do. 

Advertising, after all, exists within 
the total framework of our Nation, 
and beyond that, within the total 
framework of the world and its dis- 
tribution network. 

As we look about us, ten years 
after World War Il, we find our- 
selves in an era of vast production; 
of unaccustome d peace and prosper 
ity;and of something that might be 
termed “a new era of general good 
feeling on a world seale.” It is re- 
freshing, after these years of tension, 
to enjoy this relative calm and cer- 
tainly no one among us would have 
the situation any different. 

On the other hand, businessmen 
in this current period have begun 
to face up more sharply than ever 
before to a realization of the prob 
lems ahead in meeting competition 
on a world scale during what may 
well be a very considerable period 
of time in which our problems are 
the normal problems of business 
and not the problems of crises to 
which we have become accustomed. 

The War and the post-war years 
brought about a vast and almost un- 
believable increase in the produc- 
tive capacity of these great United 
States of ours. With our assistance, 
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the rest of the world has tooled up 
in the post-war years and we find 
there are great advances everywhere 
in productive capacity and that we 
are not alone in competing for mar- 
kets. 

Thus, we meet today within the 
general economic framework | have 
briefly described and it is our ob- 
ligation here, as it is the obligation 
of all the people of this Nation, to 
work so effectively in the months 
and years ahead that we shall make 
our contribution to the well-being of 
the United States and of the world 
and that the distribution process 
shall be one which brings to people 
everywhere all of the good things of 
life. 

It might be well for a moment if 
we turned to the dictionary for a 
definition of “distribution” as that 
word is applied in commerce and 
there we will find this quotation: 
“distribution in commerce the 
total of all steps involved in the de- 
livery of goods from producer to 


consumer including such items as 
sales methods, transport, storage, 
financing, accounting, etc.” 

It is this definition, simple 
though it sounds, which stands as 
the very basis of the new theory of 
business management, which has 
emerged in the post-war period in 
this country. In other words, man- 
agement today looks at distribution 
in its entirety in order to manage 
well. Some of us refer facetiously 
to this new viewpoint as the “ac- 
countants” point of view. 

Those of us gathered here are 
Sales and Advertising Executives 
and we tend to instinctively bridle 
at the idea that there are possibly 
ways of thought superior to our 
own or ways of thought which 
shall be imposed upon our own. We 
sometimes like to go along on the 
happy theory that it is our sheer 
sales and advertising genius which 
produces such beneficial results for 
the products or the services with 
which we are connected. 


Lawrence G. Chait... 


Reporter's Note: This was the Keynote Ad- 
dress made at the opening session of the 
38th Annual DMAA Convention on Monday 
morning, September 12th. We think it de- 
cerves reprinting without a change or 
deletion. It's th d tration that 
direct mail has grown up . became of 
age. Read it carefully. It should provide 
ammunition for many future direct mail 
tolks. Lorry Chait, as most of you know, 
was formerly President of DMAA (1953-54). 
Before joining R. L. Polk this year as Diroctor 
of Sales Planning and Analysis, he was List 
Research Director of Time, Inc. 
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It is my opinion that we shall 
have to live with the “accounting” 
point of view—or better pul that 
we shall have to live with an under- 
standing of the total distribution fab- 
ric in all of its ramifications. 

It is within those corporations 
where the total theory of manage- 
ment and the total understanding of 
the distribution process has been 
applied that we see the greatest cor 
porate success stories of recent 
years. 

We will do honor to out profes- 
sion to the degree that we, as adver- 
tising and sales executives, under- 
stand this “new look” which man- 
agement has been taking at the dis- 
tribution process and to the degree 
that we participate wholeheartedly 
in making the process of distribu- 
tion ever more effective. 


ll. THE LAWS OF CONSUMER 
IN THE DISTRIBUTION PROCESS 


It is basic to professional manage- 
ment that most major steps in. busi- 
ness be thoroughly researched before 
decisions are made. Thus, in recent 
years, a vast amount of work has 
been done in determining “what 
makes people tick” and a substan- 
tial body of theory based upon hard 
fact has grown up with regard to 
the process of distribution. 

Unfortunately most distribution 
research which has been done has, 
of necessity, been applied to specitic 
products under specific cireum 
stances and thus it is rather difficult 
to generalize. Yet generalization is 
necessary—and to some degree we 
can arrive at valid general conclu- 
sions from specific research findings. 

Among the most voluminous stud- 
ies of distribution have been those 
of consumer purchasing habits and 
consumer motivations. | have tried 
for my own benefit to “generalize” 
from the reading I have done and 
from the research findings I have 
studied so that we might have before 
us this morning certain “laws” of 
consumer purchasing in the distri- 
bution process. 

You may disagree with some or 
with all of these generalized laws | 
should now like to relate but it is 
my belief that further research on 
your own part will validate these 
generalized statements for they are 
based on research findings that 
stretch across many consumer goods 


fields. 
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Here then are the “ten laws of 
consumer purchasing in the distri- 
bution proce ss” as | believe they do, 
in fact, exist: 


1. Buying is largely a matter of 
economics, 

2. The best customers for any es- 
tablished type of product are al- 
most entirely those who have 
bought similar products before. 

3. There is a life cycle to many 
products which leads to recur: 
ring purchase. 

Owner loyalty, brand loy- 
alty, is an important factor in 
all purchasing. 

Socio-economic pressures are im- 
portant factors in all purchas- 
ing. 

6. Prospects for particular types of 
products frequently tend — to 
cluster. 

i. Price class loyalty is an impor- 
tant factor in all purchasing. 

&. The use value of a product is a 
prime determinant of the nature 
of its consumer market. 

9. Those who “move” the most, 
spend the most. 

10. The size and nature of the mar- 
ket for any product may be 
determined. 

And from these ten laws I have 
quoted, there flows one vital conclu- 


sion: 


THE BEST OR MOST LIKELY 
PROSPECTS FOR ANY PRODUCT 
MAY BE PREDETERMINED. 


You may wonder why I went to 
such considerable lengths to enun 
ciate a conclusion which to Direct 
Mail practitioners must appear ob- 
vious at first glance. 


Yet, | feel it is important to vali- 
date via endless research the support 
ing structure for the conclusion. 


For, after all, if the laws of con 
sumer purchasing in the distribution 
process lead to the conclusion that 
the best or most likely prospects for 
any product may be predetermined, 
then Direct Mail emerges as the one 
medium which has it within itself 
and hy its very nature to name those 
predetermined prospects for a pro- 
duct and, thus, to bring the distri- 
bution process to its logical conclu 
sion of maximum effec tiveness at the 
point of individual consumer decis- 
ion, 


PART Ili — THE GROWTH OF 
DIRECT MAIL AS AN 
ADVERTISING MEDIUM 


It has become increasingly ob- 


vious in recent years that protes- 


sional management has not been un 
aware of the immense role that Di 


rect Mail might one day play in the 


distribution process. Possibly — the 
most important indication of this 
type of thinking came in a session 
before the DMAA Convention in 
Detroit two years ago. 


Those of you who were at that 
Convention will remember the ses 
sion at which Norman H. Strouse, 
the President of J. Walter Thomp- 
son and Frank McGinnis, the Assis 
tant General Sales Manager of the 
Ford Motor Company and Elmo 
Roper, the prominent researcher, un- 
folded what has become to be known 
as “The Ford Story.” The Ford 
Story was a blunt recitation of the 
very considerable research and ex 
perimentation in which a great na 
tional advertiser, the world’s largest 
advertising agency, and a renowned 
research firm had been engaged in 
an attempt to find out whether Di- 
rect Mail was an effective advertising 
medium. 


Certainly the telling of that story 
and the outline of the findings about 
Direct Mail which was contained in 
the various speeches at that session 
had profound repercussions among 
astute business managers in some of 
the largest corporations and adver 
tising agencies of this country —and 
in many firms it may well be said 
that a long look was taken at Direct 
Mail in a completely new light. 


Professional researchers found 
that there had been virtually no 
basic studies published covering 
such subjects as readership, identifi 
cation and general effectiveness of 
Direct Mail as a form of advertis 
ing. They did find, however, that 
there were four pat objections to Di- 
rect Mail which were repeated ad in 
finitum, ad nauseaum and those four 
objections were these: 


1. Nobody reads it. 
2. Everybody gets too much mail. 
3. It costs too much. 


1. There are no results from it. 


The researchers assigned to the 
job of evaluating Direct Mail pro 
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ceeded first of all to determine 
whether these four basic objections 
to Direct Mail were, in fact, sound 


What did they find? 

Well, the first and most startling 
thing they found was that Dircet 
Mail was probably the best read ad- 
vertising medium — and there is a 
considerable body of fact by now to 
sustain that statement. 

Secondly, they proceeded to find 
out that people, as a matter of fact, 
appear to get too little mail in this 
country. Even among middle and 
upper income families the average 
number of pieces of mail received 
each day is slightly over three. Re. 
search indicated that everyone looks 
forward to receiving mail and wants 
more of it and is not, in fact, at all 
adverse to receiving commercial mail. 

Thirdly, the researchers found 
that the cost of Direct Mail per legi- 
timate prospect reached did, in fact, 
compare favorably with any other 
advertising medium and in most 
cases the cost per effective prospect 
contact was lower than that of other 
advertising mediums. 

Finally, research determined-—and 
there is little need in this audience 
to argue this point—that Direct Mail 
was very resultful, indeed, and was, 
in fact, the very basis of a great 
industry in this Nation. 

And so research destroyed the 
hoary old objections so often re- 
peated as arguments against the use 
of Direct Mail as a form of advertis- 
ing. 

In any case, enough real informa- 
tion about Direct Mail has come to 
management's attention in recent 
years so that this form of advertis- 
ing has enjoyed a truly phenomenal 
growth. 

In the five years between 1950 and 
1954 the dollar volume of Direct 
Mail Advertising rose from $918. 
000,000 to $1,374,000,000, a gain of 
almost exactly 50% in five years. 

To put that another way, every 
year for the last five years the ad. 
vertisers of this Nation have invested 
approximately $90,000,000 more in 
Direct Mail Advertising than they 
invested in the previous year—and 
that is certainly a pretty impressive 
figure, for business men aren't ac- 
customed to spending that kind of 
money in vain! 

In 1954 alone the dollar-volume 
gain in Direct Mail was 9.4% over 
1953. It appears that the rate of gain 


ce 


will slow somewhat in 1955 to about 


5%, but the pattern of upward 
growth continues. 

Possibly of even greater signific- 
ance is the fact that Direct Mail now 
enjoys 14.7% of all dollars expend. 
ed on advertising in this Nation. 
Direct Mail is second only to news- 
papers which enjoy 339% of all ad- 
vertising revenue. 

But it is startling to realize that 
more money is spent on Direct Mail 
Advertising today than is spent on 
television . . . that more than twice 
as much is spent on Direct Mail than 
is spent on radio that almost 
twice as much is spent on Direct Mail 
than is spent in magazine advertising 

. and so on down the line. 


It may provide further confirma- 
tion to you of the fact that Direct 
Mail Advertising enjoys manage- 
ment’s confidence today to realize 
that against Direct Mail's 9.4% gain 
in 1954, radio sustained a 7.6% 
loss; newspapers gained only 1.9% ; 
magazines only gained 1/10th of 

Jo: outdoor enjoyed a gain of 
6% and so on across the advertising 
spectrum. 


I have quoted these facts and fig- 
ures to indicate that a quiet revolu- 
tion has indeed been in progress and 
that Direct Mail stands on the thres- 
hold now of a great new period of 
effectiveness in the distribution pro- 
cess within the United States. 


IV. OBLIGATIONS AND FUTURES 


One of our British colleagues, by 
name Robb Holland, recently made 
a speech to the Advertising Club of 
Oxford, England which contained 
some of the most thoughtful state- 
ments about Direct Mail Advertis- 
ing | have recently read. 

Mr. Holland made the point that 
we had to have a concept of Direct 
Mail as advertising. He complained 
that too much of Direct Mail is still 
sold as a production service instead 
of a method of advertising. He went 
on to indicate the confusion in terms 
that exists between Direct Mail and 
Mail Order—and pointed out that 
Direct Mail is a method of advertis- 
ing, while Mail Order is a form of 
trading. 


His concluding point was that Bri- 
tish advertisers must make Direct 
Mail an integral part of their ad- 
vertising budgets instead of, as so 
often happens, a hastily conceived 
addition to the budget. And finally 


he stated that the principles of ad- 
vertising applied to Direct Mail wiil 
result in the most successful ad- 
vertising you have ever undertaken. 

I commend Mr. Holland’s com- 
plete speech to you, but certainly his 
criticism of British Direct Mail Ad- 
vertising applies equally to those of 
us who are Direct Mail practitioners 
in the United States. 

It is, in spite of the work which 
| have quoted, still appalling to rea- 
lize how lacking this medium of ours 
is in research findings by comparison 
with the vast amount of such work 
being done for every other advertis- 
ing medium. 

The lack of research still accounts 
for numberless failures to assess the 
value of Direct Mail properly. 

But the obligation to research this 
advertising medium is not solely the 
property of Direct Mail practition- 
ers. 


Certainly the day has come when 
we must say to national advertisers 
and advertising agencies that they, 
too, have an obligation to research 
Direct Mail as they research every 
other advertising medium and they 
have an obligation to consider Direct 
Mail as a basic part of every media 
program. 

We say that the actual costs of 
reaching legitimate prospects by mail 
will justify such investigation, and 
that the actual results from reaching 
those legitimate prospects will more 
than justify the effort involved. 

We say that the distribution chain 
must be supported at all levels 
among manufacturers, by dealers and 
by distributors, and that Direct Mail 
has its part to play at each of these 
levels. 

It is not my point here to say 
to you that Direct Mail Advertising. 
because of its demonstrated effective- 
ness, should be used to the exclusion 
of any other advertising medium. 
(Juite the contrary. 

But this most effective advertising 
medium has for too long been the 
Cinderella of our profession and it is 
time that Cinderella went to the cos- 
tume ball with the rest of her sisters. 

Direct Mail is the effective selec- 
tive link between mass advertising 
and impact at the level of the ulti- 
mate consumer. It is so understood 
and so regarded by an increasing 
body of shrewd top management ex- 
execulives. They have looked at Di- 
rect Mail in the distribution picture 
and they have liked what they have 
found. 
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mailing sensation that is fast storming 
the direct mail field with immediate 


wire today for the 6.0.5. 

sales kit containing idea stimulators, 

product description, specifications, 
and testimonials, 
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TAKING A READING ON 
DIRECT MAIL READERSHIP 


Delivered at the Opening Luncheon of the 38th Annual 


Conference, Direct Mail Advertising Association, Hotel Morrison, Chicago 


In 1949, at this same annual DM- 
AA Conference and right here in Chi- 
cago, | made some rather biting com- 
ments about the attitudes of top 
management toward direct mail. I 
cited a president of one of America’s 
leading corporations as being typical. 
He held a dim view of the medium 
based on his personal opinion that 
nobody read the stuff, because he 
claimed he didn't. That the mail was 
so full of a miscellany of charity 
appeals, sales, and special offers, that 
in his judgment it was not an effec- 
tive medium. 

He was, of course, sounding the 
same old note of a great many 
people who base their opinions on 
one man surveys and do not know 
what they are talking about. So in 
my 1949 talk, I set out to put him, 
and others like him, in their place. 
I told about the wonderful virtue 
of direct mail which enables adver- 
tisers to pre-select an audience com- 
posed entirely of potential custom- 
ers. | tried to set him right by point- 
ing out actual instances where direct 
mail had pulled returns of 22%, 
38%. 51%, and even more. This re- 
sponse record, | claim, was in it- 
self the best possible evidence of high 
readership of direct mail. 

Then in 1951, talking before the 
National Industrial Advertisers As- 
sociation in New York, | was still 
bristling —and I broadened my range 
to include not only my favorite pres- 
idential target, but all Doubting 


Thomases at the Sales and Advertis- 


by Leonard J. Raymond, /resident, 
Dickie-Raymond, Inc., Boston 


ing management level. I claimed that 
one of the great advantages of direct 
mail is that it researches itsel/—that 
every mailing furnishes its own read- 
ership yardstick in the response ob- 
tained—that percentage returns such 
as I've cited above would sound 
pretty good as Starch figures. 

I now realize that in both of these 
earlier talks, | was concentrating 
altogether too much on results, on 
replies, as proof of readership. If 
only the information had been avail- 
able, there was another great factor 
that could have been brought to bear 
in mowing down the detractors—the 
suspected but unmeasured readership 
of direct mail, above and beyond re- 
plies received effectiveness o} 
direct mail as a pure advertising 
medium. 

I should have thought more about 
these aspects of direct mail, because 
it is now clear that this “Factor X” 
in direct mail— the total readership 
and attention it actually receives 
will breed a whole new respect for 
this medium, a far wider, better, and 
more professional use of it. 

Perhaps | partially redeemed my- 
self in the following closing remarks 
which I'll quote from my 1951 In- 
dustrial Advertisers speech: 

“Another subject which could be 
explored would be to learn how many 
people not responding to a given 
mailing, or series of mailings, noted 
it or remembered seeing it. This 
would correspond to Dr. Starch’s 
‘Noted’ and ‘Seen-Associated’ space 
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ratings. These are people on whom 
direct mail exerts great influence, 
even though no direct response is 
obtained. It would be instructive and 
interesting to know the boundaries 
of direct mail’s zone of impact, even 
if figures obtained could only be ap- 
proximate.” | also proposed that the 
NIAA, the DMAA, plus users, sup- 
pliers and producers in the business, 
would be logical sponsors for such 
a project. 

I suppose it takes time to get peo- 
ple excited about such a thing, to the 
point of spending time and money. 
But I never heard nothin’ from no- 
body, never. Yet, the NIAA set up 
a Research Foundation—an awfully 
good thing—and we contributed, hop- 
ing that direct mail would be in- 
cluded but nothing has come out 
of it to date. 

Along about this period we be- 
gan to hear about a readership sur- 
vey of direct mail promoting Ford 
car service being conducted by Elmo 
Roper working with J. Walter 
Thompson and R. L. Polk. You re- 
member the principal figures that 
made people sit up and take notice. 
It was found that this campaign was 
obtaining as high as 61% reader- 
ship. The study also disproved the 
popularly-held conception that house- 
holders were swamped with mail 
it showed that the upper and medium 
income home receives only 31 pieces 
of mail per day—and this includes 
newspapers—magazines, bills, per- 
sonal mail and advertising. 
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Even though the Ford campaign 
was a dealer program, conducted 
at the local level, to a list that in- 
cluded nothing but known Ford 
owners, the figures were nonetheless 
remarkable. The study startlingly re- 
vealed direct mail’s suspected but up 
to then unmeasured power as a pure 
advertising medium in consumer 
markets. 

But much of the direct mail pre- 
pared by Dickie-Raymond for its 
clients goes to business and industrial 
markets. Often lists in such markets 
cannot be as ideally selective as the 
Ford owner list. 


The questions we had been asking 
ourselves for some time became more 
pressing. Beyond actual response re- 
ceived, how much readership were 
we getting of mailings addressed to 
business executives? Had we really 
refined the results of this medium 
in which we had been specializing so 
long? Was it right to be content 
with percentage-of-response as an in- 
dicator of readership? (Were we not 
seliing the medium, and ourselves 
short? } 


Fact was that our “opinions” of 
readership—no matter how sincerely 
we felt we were entitled to them 
no matter how well qualified as com- 
pared to those of our typical presi- 
dent-——just weren't catching on. We 
weren't getting anywhere. 

C. B. Larrabee of Printers’ Ink re- 
cently penned an editorial in which 
he said that bosses like to know, in 
something more than hazy abstrac- 
tions, what they are spending money 
for—that the advertising executives 
who have the least trouble getting 
adequate appropriations are those 
who have the best idea of what their 
advertising does. 

Other media—newspapers, maga- 
zine, radio, TV, Outdoor, can sup- 
ply such figures. Direct mail has 
direct and traceable results—cash 
orders and inquiries coming back. 
But for many it isn’t enough. 

Each year the Direct Mail Volume 
Committee of DMAA—made up of 
Horace Nahm as Chairman, Ed 
Mayer, Henry Hoke and myself— 
ask businessmen to survey mail re- 
ceived for one month. All DMAA 
members have the opportunity to co- 
operate along with many others. Only 
first and third class mail is counted 

number of personal letters—ad- 
vertising pieces—are all part of the 
study with which all of you here 
are familiar. 

Results, of course, show that busi- 
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nessmen do receive a lot of mail. I 
won't attempt an average to compare 
with the householders 345 pieces per 
day but here are a few examples—13 

6—5—12—-15—30 pieces a day. 
This is Ist and third class only—no 
newspapers and magazines as in the 
home survey. 

Here’s a circulation manager, he’s 
sitting right near me here—who in 
the month received 707 pieces—|st 
and 3rd class. Figuring 22 working 
days that’s 32 a day. I’ve run a count 
on my personal mail off and on for 
many years. During this same test 
period it totaled 440-—about 20 a 
day—iittle more than half personal 

less than half advertising. 

So there is competition for the 
reader's time and attention in the 
business market. 

Back in 1938  Dickie-Raymond 
compiled and released through Print- 
ers’ Ink a monthly Direct Mail Vol- 
ume figure—carrying on the idea 
pioneered by the great crusading 
Homer Buckley. Purpose was to show 
the millions of dollars being invested 
each month in the medium, to indi- 
cate seasonal trends and to build re- 
spect and acceptance of the medium 
by having it listed with other ad- 
vertising volume figures in an author- 
itative publication. (In 1949 we 
turned the project over to the DMAA 
as an industry function). 

Helping us on this work was Dr. 
Theodore H. Brown, Professor of 
Business Statistics at the Harvard 
Graduate School of Business Admin- 
istration. It was Dr. Brown, too, 
who worked with us on the prepara- 
tion of the now well known Brown 
Tables—used by volume mailers as 
guides for determining sample sizes 
in testing mailing lists, copy ap- 
proaches, ete. 

We, therefore, very naturally 
again turned to Dr. Brown. During 
the intervening years Dr. Brown had 
been Chairman of the Magazine Au- 
dience Group which includes Messrs. 
Elmo Roper. A. M. Crossley, George 
Gallup as well as Dr. Raymond 
Franzen, Professor S. S. Wilkes of 
Princeton and Professor Paul F. 
Lazarsfeld of Columbia. 

Our inquiry into direct mail read. 
ership in business markets has been 
going on for almost a year, under 
the guidance of Dr. Brown and his 
associates at the Harvard Business 
School. In this time, we have been 
testing various methods to find a 
reliable direct mail readership rating 
system. | am not going into details 
of how test studies have been con- 


ducted. Today we are concerned with 
end results—leaving the business of 
sampling mathematics and survey 


procedures to the research profes- 


sionals. 

It must be clearly understood that 
we are still in an area of experi- 
mentation. It will be some time be- 
fore we can even pretend to know 
the answers. But even as far as we 
have gene, and admitting probable 
imperfections, the results are thrill- 
ing. 

In a moment, | am going to show 
you some slides that reveal a few 
of the results of studies so far com- 
pleted. Some of the mailings which 
you will see are pure advertising 
mailings and called for no response 
whatsoever. In these cases, we want 
ed to know how many people are 
reading, and to what degree. 

Others are lead-producing mail- 
ings, designed for 3 to 59> response. 
Here we wanted to know about the 
other 95% —were these mailings do 
ing a good advertising selling and 
promotional job over and above the 
direct response received—and if so 
how good? 

To date 
surveyed have been geared to 15 

10 or 50% response. That will 
we first need experience 


none of the mailings 


25 
come later 
on straight advertising or low per 
centage mailings. 

All mailings were envelope en- 
closed—all third class—all metered 
except one with preprinted permit 
indicia and one with permit indicia 
imprinted at time of mailing. 

One word about terminology. I'm 
strictly a layman when it comes to 
statistical research and | assume that 
most of you here today are also. We 
should, however, have a mutual un- 
derstanding of a few simple terms. 

When we say READERSHIP we 
mean that approximately 50% of 
the piece has been read. 

PROVED READERSHIP 
that questions and answers were such 
that we were confident that more 
than 50% was read—and central 
thoughts retained even to the point 
of direct quotation. 

UNAIDED RECALL means just 
what it says—addressee recalls the 
mailing and remembers it without 
help or prompting. 

AIDED RECALL means that hints 


or help as to what the mailing was 


means 


about have been given-——perhaps a 
description of the illustration on the 
cover, etc., and now for the survey 


results on the following page. 
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HEWITT-ROBINS INCORPORATED 


5,967 COAL MINE EXECUTIVES 


Let’s start with a hoard one—oa simple little 
mailing with a printed enclosure and reply 
cord sent to 5967 Coal Mine Exceutives, a 
group not particularly known for their mail 
responsiveness. The mailing itself secured a 
few highly selective leads—the card asked * 
to hove an engineer call. We wanted to 
find ovt how many of the people whe didn’t 
return the card did read the message ond 
received some advertising value from the 
mailing. Here's what our survey showed: 


Not too exciting on Readership but the 
85% “Read Most” in this group with «a 
45% routed figure is as high @ goal as i'd 
ever want to set for any moiling. Evidently 
many of the 85% whe read thoroughly 
also routed. 


|PAN AMERICAN WORLD AIRWAYS 


209,890 EXECUTIVES 


CASE 2 


A mailing to 209,890 Executives of companies 
whe are either actual or potenital inter- 
national air travelers. In the past the list 
had been used to influence business travel 
via Pon American. 


In this case we were transmitting a booklet 
about Pan American World Airways de- 
signed for women. The transmittal letter 
does the tricky job of explaining why we 
did it. There wos a card enclosed with 
this low-pressure moiling which pulled 6300 
replies or approximately 3% from the 200- 
odd thousand on the list. Only three areas 
were surveyed and here are the results: 


Survey ron from 1 week te 11 days after 
mailing. Replies in the three areas cor- 
relate fairly closely. A little low in Area A— 
statistically just about the same in Areas & 


A- 39 proven reapersiip 


Here's a cose where the advertiser received a 63 


6000 plus leads to turn over to district sales 


Area 
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CASE 3 


For years we have been making mailings 
te top ranking policy makers in companies 
whe should hove use for this service. It 
hed been our opinion that readership must 
be extremely high for each time a reply 
device featured a functional or informative 
booklet, replies have run from 5 to 36%. 
This moiling hed no reply feature. 


Here ore the results. Still experimenting 
with techniques, this time our principol 
figure is ao “recall” percentage of 54% — 
these peopl, bered the mailing well 
enough to " describe the piece, but not to the 
point where 50% reading could be proved. 
Answers to further questioning on reader- 
ship varied greatly in different oreas—due, 
we believe, to uncertain mail delivery. “Read 
Mest” ran as high as 64% of those who 
recalled to a low of 38%. This is probably 
an ple | shouldn't have shown but it 
is an interesting step in the technique we 
were endeavoring to set up and which led 
fe a more positive answer the next time we 
used it—which is shown by the next ex- 


ample. 


CASE 4 


lt consists of an interesting booklet with oa 
tricky cover ond a transmittal letter. It went 
te « list of top executives, presidents, 
treosurers, sales managers, traffic managers 
—men whe control or influence large travel 
volume. Again, there was no reply feoture, 
so we had no indication of the immediate 
effectiveness of the mailing. 


Here's what hoppened. Recall, unaided 
except by reference to ao mailing they hod 
received recently from American Airlines. 
Of the 67% whe recalled the mailing, 62'2° 
hed reod, 12'2°% hod put off reading or 
hed saved, 25% had not read. 
Whether any of the 25°% who did not read 
reovted to others is doubtful. We must as- 
sume thet they just threw it awey. But we 
hove begun to substitute a few facts for 
fancy ond ovr friends at American can be 
bly fident thet almost 20,000 top 
flight business men whe influence travel 
read most or all of this little folder. | won't 
ge inte cost per reader or per contoct— 
thet will olf come later as methods are im- 
proved ond we hove more confidence in 


our findings. 
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CASE 5 


Here is a gimmick mailing for our own af- 
filiated D-R Mailing Service. A 3-page letter 
—on attention getting package of seeds and 
return post card. Percentage of returns on 
mailings of this type are generally high 
gh to indicate high readership. In other 
words ovr experience has been thot the 
mailings paid out dollarwise and we held 
the “opinion” that they hed fairly high 
readership. 
Here's what we found ovt— 
We made three different surveys on this 
one—vusing different research techniques. The 
surveys were made at periods ranging from 
two weeks to one month ofter the original 
mailing went ovt. Yet the correlation among 
the three surveys was statistically pretty 
close. 


Incidentally, in one of the surveys, we asked 
the respondents if they could identify the 
name of the company who sent a mailing 
to them containing o package of seeds. 

% said D-R Mailing Service without aided 
recall. 


CASE 6 


This Eastman Kodak mailing went to rated 
firms with no individual's name, just Atten- 
tion of President—Treasurer and in some 
cases Office Manager or Purchasing Agent. 
In the group surveyed the mailing was 
addressed “Att: President’. 


We have two surveys on this mailing. Here's 
what we found out in #1. To be sure 54% 
of 50% is only 27% Reodership when ap- 
plied to the entire 175,000—not too im- 
pressive—but note the 33°% saved. Digging 
into the reports revealed that our interviews 
came too soon after receipt of the mailing— 
in some cases it had arrived that very 
morning. The mailing wos 3rd class-metered 
and only one week from mailing date was 
allowed before survey started. 


See what happened in Survey £2 where 
more time was allowed to elapse. Recoll 
went from 50 to 55% and Readership of 
the Recall group to 82% —the Saved figure 
went down to 6% with the result that the 
throw away % went up from 8 to 12%. 

Readership of this simple letter in Survey 
2 therefore went to 45% when applied 
to the entire 175,000. If | were talking about 
survey techniques today, | would mention 
the necessity of plenty of pilot names to 
check and assure receipt of the piece before 
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CASE 7 


I'm going to turn to two mailings for Rail- 
way Express Agency. Here's an organization 
thet has been doing—on their own-some of 
the work that we who are selfishly interest- 
ed in promoting the use of direct mail should 
have undertaken. | mean thot by and large 
this job of substituting fact for fancy or 
opinion is that of the suppliers and prod s 
of direct mail. 


Mr. Ernest W. Hull, Director of Advertising 
for Railway Express Agency has given us 
the results of these two intensive and 
thorough surveys prepored by Mr. G. E. 
Cole, Director of Market Research for Rail- 
way Express Agency. 

First—the “speed” mailing, is shown here. 
As you'll see, it consists of a dramatic 4- 
page folder, transmitted by a brief memo. 
There's no reply feature involved. 


This survey wos made in 236 areas—cities 
and towns of all sizes from coast to coast. 
While Proved Readerhip is only 30%, com- 
ments from addressees were such as to 
indicate very thorough readership by at 
least 64% of those who recalled. Many 
interesting and helpful comments were re- 
ceived which are proving most helpful in 
planning and producing Railway Express 
Agency direct mail. 


CASE 8 


The second mailing which Railwoy Express 
Agency surveyed wos this Aesop's Stable 
mailing. It's on attractive littl 8-page 
booklet, tronsmitted by a full-size letter. No 
reply feature here either. 


On the Aesop's Stable mailing—made in 
July—two survey techniques were employed 
again in more than 200 geographic areas. 
Survey #1 went directly after Proved 
Readership which was 38%. 

Survey #2 first set up a reca'l (58%) and 
then Proved Readership 69°%, which would 
indicate readership of 40% when applied 
to the 176,000 list. 


Surveying two pieces sets up the interesting 
possibilities of determining which mailing is 
better written, laid out, illustrated, timed. 
Perhaps we can assume that Aesop's Stable 
wos a better mailing than Speed—just as 
we would say thot a sales letter that pulled 
5% cash mail was better than the one thot 
pulled 3%. Whatever your judgment on 
this, | think we can agree with Railway 
Express Agency's thinking that their current 
mailings are read by approximately 40% 
of those addressed. Their aim and ours is 
to increase this percentage ond through 
further surveys have facts and figures rather 
then personal opinions to help decide 
whether or not we are succeeding. 


OCTOLER, 1955 


RAILWAY EXPRESS AGENCY 


179, 487 EXECUTIVES 


PROVED 
647 of Readers read 


RAILWAY EXPRESS AGENCY 


176,930 EXECUTIVES 
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Our New 1956 
Portholio of 

MODERN 
Lithographed 
Letterheads 


Free! 


REQUEST IT ON YOUR LET- 
TERHEAD AND WE WILL 
SEND PORTFOLIO AND 
PRICES 


We've specialized a long time in printing for companies 
who use the mails to get their business. We understand 
your needs and we're able to interpret your instructions 
— even though they come by mail —in light of good 
mail-order practice. 

Many of our customers just make rough sketches of a 
layout, send along the copy or text in typewritten form 
and leave it to us to make the art work, set the type and 
print the job. 

With a service like this available to you, there is no reason 
for the mail-order sales manager in smaller communities 
to pay big prices for cuts and be satisfied with small run 
letter-press work. You can enjoy the lower prices made 
possible by our mass production — and you can have your 
literature printed with all the punch and class that char- 
acterize genuine offset. 


SEND COUPON TODAY and let us show you how you can get 
more letterhead value for less money at PEERLESS! 


Peerless Lithographing Co. Dep: R10 
4311 W. Diversey Ave., Chicago 39, Ii. 


Yes, send me your big new 1956 PORTFOLIO OF MODERN LETTERHEADS also your 


low prices. 
( ) 1 enclose our present letterhead. Please quote me a price in lots of... We 
use about... a year 


( ) 1 think our letterhead should be modernized. Have your Creative Department 
submit suggestions without charge or obligation—on redesigning the en- 
closed letterhead. 


If you will permit me, I submit 
that even these preliminary studies in 
the business market show that direct 
mail advertising is a far more effec- 
tive medium than most people have & 
been ready to believe. Such reader- 
ship studies can supply new and con- 
vincing arguments when those in ad- 
ministrative command express doubt 
about the medium and start shov- 


ing schedules and budgets around. a 
But before we get to glowing too 
much, let me sound one important » 


cautioning note. All the studies so 
far conducted by us and others have 
dealt with material that was proper- 
ly and professionally planned. Let no 
one go away from here with the im- 
pression that all direct mail gets as 
warm a welcome, or as high a per- 
centage of readership. 


There is altogether too much direct 
mail which is poorly prepared and 
which deserves no better fate than 
to reach the wastebasket unread. 


The DMAA has fathered many a 

worthwhile project for the industry 
the Direct Mail Volume figures, 

the current “HOW TO” reports deal- 

ing with creative and production 

problems, to mention a few. The next 

logical step in the study of direct bal 

mail readership is to employ it, as 

space people do, in the comparative 

examination of copy approaches, ap- 

peals and techniques that will bring 

the greatest yield in advertising read- 

ership. This is clearly an industry 

job. 


In the excitement over readership 
ratings for direct mail in business 
or industrial fields, we are not over- 
looking the sales lead response we 
can get. This 3, 4 or 5% return will 
continue to be important. But I be- 


lieve that, as time goes on, we can “ ° 
prove to clients that the additional 
readership they are getting is a tre- 
mendously valuable dividend, capable 
of interpretation in terms of real - . 


advertising value. 


I believe, too, that the time is at 
hand when companies will allocate 
increasingly large budgets for direct 
mail—purely on the evidence that 
where selective markets are con- 
cerned, it achieves a higher impact on 
more people than any other medium 


and—at a reasonable cost. It’s a 
lot easier, and a lot more sensible, f 
to approve a budget on the basis of 
fact rather than fancy. 
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Old Council Tree Onionskin 


ts the finest 


It is made entirely of new cotton. It will 
last forever. It can be handled day after 
day and not break down. it also can 
take repeated erasures as it has 
unusual surface strength. 
Titanium hos been added 
to reduce show through 
ond increase whiteness. 
like ordinary onionskin, it 
can be used to save post- 
age ond space. But unlike ordinary 
onionskins, Old Council Tree Onionskin 
has strength, permanence and above 
oll— prestige. 
lt con be used for prestige carbon 
copies that go to members of the board 
or other executives. It can be used for 


prestige letterheads, legal records, 
wills, trust agreements, engineering 
reports and similar important uses. 

If you examine the business papers you 
are now using, you may find places 
where this onionskin can repiace a 
bulky bond or an ordinary onionskin. . . 
and do the job better. 

Please send me the booklet, “The Facts 
about The Quality’’ and samples of onion- 
skin papers. 


Attach to your letterhead and mail to: 
NEENAH PAPER COMPANY 

Neenah, Wisconsin 


Paper that can be made 
CON 
ww 


Our New 1956 
Portfolio of 
MODERN 


Lithographed 
Letterheads 


Free! 


REQUEST IT ON YOUR LET- 
TERHEAD AND WE WILL 
SEND PORTFOLIO AND 
PRICES 


We've specialized a long time in printing for companies 
who use the mails to get their business. We understand 
your needs and we're able to interpret your instructions 
— even though they come by mail ——in light of good 
mail-order practice. 


Many of our customers just make rough sketches of a 
layout, send along the copy or text in typewritten form 
and leave it to us to make the art work, set the type and 
print the job. 

With a service like this available to you, there is no reason 
for the mail-order sales manager in smaller communities 
to pay big prices for cuts and be satisfied with small run 
letter-press work. You can enjoy the lower prices made 
possible by our mass production — and you can have your 
literature printed with all the punch and class that char- 
acterize genuine offset. 


SEND COUPON TODAY and let us show you how you can get 
more letterhead value for less money at PEERLESS! 


Peerless Lithographing Co. R10 
4311 W. Diversey Ave., Chicago 39, til. 


Yes, send me your big new 1956 PORTFOLIO OF MODERN LETTERHEADS also your 


low prices 
{ ) 1 enclose our present letterhead. Please quote me a price in lots of We 
use about @ year 


( ) 1 think our letterhead should be modernized. Have your Creative Department 
submit suggestions without charge or obligation—on redesigning the en- 
closed letterhead. 


city 


If you will permit me, I submit 
that even these preliminary studies in 
the business market show that direct 
mail advertising is a far more effec- 
tive medium than most people have 
been ready to believe. Such reader- 
ship studies can supply new and con- 
vincing arguments when those in ad- 
ministrative command express doubt 
about the medium and start shov- 
ing schedules and budgets around. 


But before we get to glowing too 
much, let me sound one important 
cautioning note. All the studies so 
far conducted by us and others have 
dealt with material that was proper- 
ly and professionally planned. Let no 
one go away from here with the im- 
pression that all direct mail gets as 
warm a welcome, or as high a per- 
centage of readership. 


There is altogether too much direct 
mail which is poorly prepared and 
which deserves no better fate than 
to reach the wastebasket unread. 


The DMAA has fathered many a 
worthwhile project for the industry 

the Direct Mail Volume figures, 
the current “HOW TO” reports deal- 
ing with creative and production 
problems, to mention a few. The next 
logical step in the study of direct 
mail readership is to employ it, as 
space people do, in the comparative 
examination of copy approaches, ap- 
peals and techniques that will bring 
the greatest yield in advertising read- 
ership. This is clearly an industry 
job. 


In the excitement over readership 
ratings for direct mail in business 
or industrial fields, we are not over- 
looking the sales lead response we 
can get. This 3, 4 or 5% return will 
continue to be important. But I be- 
lieve that, as time goes on, we can 
prove to clients that the additional 
readership they are getting is a tre- 
mendously valuable dividend, capable 
of interpretation in terms of real 
advertising value. 


I believe, too, that the time is at 
hand when companies will allocate 
increasingly large budgets for direct 
mail—purely on the evidence that 
where selective markets are con- 
cerned, it achieves a higher impact on 
more people than any other medium 

and—at a reasonable cost. It’s a 
lot easier, and a lot more sensible, 
to approve a budget on the basis of 
fact rather than fancy. 
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Old Council Tree Onionskin 


ts the finest 


It is made entirely of new cotton. It will 
last forever. It can be handled day after 
day and not break down. i also can 
take repeated erasures as it has 
unusual surface strength. 

Titanium hos been added 
to reduce show through 
and increase whiteness. 
like ordinary onionskin, it 
can be used to save post- 
age ond space. But unlike ordinary 
onionskins, Old Council Tree Onionskin 
has strength, permanence and above 
oll— prestige. 

lt con be used for prestige carbon 
copies that go to members of the board 
or other executives. It con be used for 


prestige letterheads, legal records, 
wills, trust agreements, engineering 
reports and similar important uses. 

If you examine the business papers you 
are now using, you may find places 
where this onionskin can replace a 
bulky bond or an ordinary onionskin . .. 
and do the job better. 

Please send me the bookiet, “The Facts 
about The Quality” and samples of onion- 
skin papers. 


Signotwe 
Attach to your letterhead and mail to: 


NEENAH PAPER COMPANY 
Neenah, Wisconsin 
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On Sunday, August 11th, in a pri- 
vate room of the Morrison Hotel in 
Chicago, Ralph Polk, President of 
R. L. Polk & Co., Polk Bldg.. Detroit 
31, Michigan made a sensational an 
nouncement to a gathering of editors 
of the advertising and marketing 
trade press. 


He revealed that his company, 
working for the past five years with 
four large national advertising agen 
cies, had conducted experiments and 
surveys to establish whether it was 
feasible to put direct mail on a com- 
missionable basis as a full fledged 
national advertising medium. He re 
vealed that on August Ist he had 
sent a letter with a 44 page pros 
pectus to the heads of all national 
advertising agencies. The important 
part of the letter read as follows: 


“Effective August 1, 1955, stand- 
ard gross rates and specifications 
will be established by R. L. Polk & 
Co., when functioning as the com- 
plete publisher, for specific types of 
Direct Mail 


These rates will apply equally to the 


Advertising campaign-. 


advertisers and agencies concerned 
and will be fully commissionable to 
your agency. 


“The Polk Co.. as publisher, will 
accept full responsibility for quality 
control on all phases of publication. 
The agency’s responsibility shall end 
with presentation to the Polk Co. of 
acceptable artwork, engravings, elec- 
tros, etc.. under the usual standards 
of printed media trade practice. The 
Polk Co. assumes responsibility for 
preparation and quality of the print 
ed advertisement. for selection of the 
circulation list, for distribution to 
the selected market, ete. 


“This new policy is not retroactive 
and will not extend to miscellaneous 
sales and services performed directly 
for advertisers by our Direct Mail 
Special Services Department on an 


individual item basis. 
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Agency Recognition for Direct Mail 


The prospectus itself is note- 
worthy achievement (too long to re- 
produce here). It outlines the nearly 
unbelievable readership studies and 
proves the powerful impact which 
selective direct mail can put behind 
the other mass media. It shows how 
the advertiser by 
class of people and the geographical 


pre-selecting the 


area. . . can pinpoint the selling 
attack. 

More than 50 million names have 
been classified individually by buy- 
ing habits, income, geographical area 
ete. . . . so that any advertiser can 
preselect his exact audience. 


The most interesting part of the 
4 page Polk prospectus is the sum- 
mary of findings. Here they are: 


1. The average family owning a late-model 
receives, on the average, about three 
pieces of mail of all kinds (less 
than one piece of it, advertising.) This 
includes letters, posteards, bills, ad 
vertising matter, fewepapers, maga 
zines, ete, 


2. In more than 90 per cent of the house 
holds, advertising sent to segments of 
THE POLK MARKET is correctly ad 
dressed to reach the influential per 


3. The amount of “multiple” readership, 
within a family, of advertising directed 
to THE POLK MARKET, is signifi 
cant. Studies show from 1.5 to 3 pet 
sons in a household see a given ad 
vertising message. The average num 
ber of persons seeing a mailed adver 
tisement is usually well over two, al 
most the entire family old enough 

to re ad! 


1. There is considerable variation in 
“Readership” depending on the de 
gree of interest the addressee has in 
the subject. For instance, truck of 
other advertising having a high degree 
of technical interest for a select group 
often scores per cent or better 
initial readership. 


Almost any kind of mailed advertise 
ment will receive at least a 5O per cent 
readership (recalled after 10 days or 
more as having been received and read 
to some degree.) This will normally 
reach from 70 per cent to 80 per cent 
readership recall after six mailings. 
This build-up normally a= rather 
volar progr 


Ralph Polk paves the way for placing direct mail 


on an equal commissionable basis with other media 


6. This build-up demonstrates the impact 
of repetition secured through a series 
of advertisements, Because no other ad 
vertising gets such high readership, neo 
other advertising is so assured of get 
ting the full value of repetition for 
an advertiser. 


“Readership” varies somewhat by In 
come Class of recipient--the two mid 
dle income classes having somewhat 
higher normal Readership than either 
the wealthy or the poor. 


Readership-Recall is fairly 


among prospects in cities and towns 


= 


of various sizes. 


~ 


Some kinds of advertising to THE 
POLK MARKET have greater Reader 
ship-Reeall than others but apparent 
ly there is far less variance in reader 
ship than one might expect, indicating 
that people like to read-—and will read 

advertising directed to them person 
ally. 


Readership is unusually thorough 
Among those able to “Reeall” an ad 
vertisement circulated within THE 
POLK MARKET, readership is just 
about the same for the front and back 
of the message and for the inside 


spread. 


Of those who “Recall” Cover a series 
it has usually 


of low-cost mailings 
averaged at around 60 per cent), 75 to 
KS per cent will be able to name 
the dealer whose name appeared on 
the advertising. 

12. On advertising campaigns utilizing 
THE POLK MARKET, very profitable 
returns in the form of increased busi 


ness can be measured, 


This reporter will not attempt any 
conclusions or observations at’ this 
time. It’s too early to know what will 
happen next. Will other direct mail 
producers follow the lead? Will the 
agencies pay more attention to direct 
mail if it is commissionable? Will 
lop management accept the sensa- 
tional readership reports and divert 
more money to direct mail? There 
are many unanswered questions, 
Time will provide the answers. 

Pay particular attention to the 
third paragraph of the Polk letter to 
agencies. The new plan applies only 
to national campaigns on a planned 
continuous campaign basis, does 
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Envelopes often make the difference 
between profit and loss in direct mail. 


TENSION ENVELOPE Corp. 
New York 36, N. Y, Des Moines 14, lowa 
St. Lovis 10, Mo Kansas City 8, Mo 

Minneapolis 1, Minn, Fort Worth 12, Texos 


FORMVELOPE® 


DIRECT MAIL AND MAIL ORDER 


COlumbus 5-86616 Cc re) P Y 


Writer of Mall Order Letters that 
bring beck orders and cath... 
Contacting Letters that create and 
maintain good will between sales 


d | e natwi ck men's calls booklets, folders, 


brochures, house organs, circulars that 
MAIL ORDER LISTS ~ 


wide cilentele. Winner of two DMAA 
Best of Industry Awards . . . Dartnell 
Gold Medal .. editor of 


“the world's smallest house organ. 


ORVILLE E. REED 


106 N. STATE STREET 
HOWELL, MICHIGAN 


16 West Sind New York 19, 


Member: National Council of Mailing 


List Brokers 


GET THE FACTS! 


PHOTO-ENGRAVING COMPLETELY 
EXPLAINED TO THE LAYMAN 


Now—"brush-up” with this modern, complete and fully 

illustrated guide to correct photoengraving methods. 108 

pages—Lavishly illustrated in black and white, and color 
HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N. Y. 
Tel. MU 9-8585 * Branch Office: Market 23-4171 


Please send me (prepeid) copies of your 108 page revised 
book, The Art and Technique of Photo Engraving 


| My check for $ is enclosed 


not apply to miscellaneous types of 
direct mail on an individual item 
basis. 

At least, Ralph Polk has had the 
courage to undertake a brand new 
experiment in raising the stature of 
direct mail. We wish him good luck. 


Footnote: Among all the hulla- 
baloo of readership survey disclos- 
ures .. . a recent book has received 
too little attention. We think it is a 
significant book . . . especially at 
this time. Published by The Ronald 
Press Company. Price $4.50. Title: 
How Many Dollars for Advertising. 
Author: Albert Wesley Frey, Pro- 
fessor of Marketing, The Amos Tuck 
School of Business Administration, 
Dartmouth College. It's a dry sub- 
ject, but fascinating, if you are con- 
cerned with management's attitude 
toward advertising budgets. 

The author in his introduction tells 
the story of an interview with a top 
executive who exploded, “Just after 
I got back from my vacation in 
Maine, the advertising department 
presented its proposed budget calling 
for a total expenditure of more than 
$6,000,000 next year. If the pro- 
duction people had asked for one 
third as much, with as little justifi- 
cation of the need for it, Ud have 
fired them all.” 

He also has some sour opinions of 
the financial mind. Read this quote 
carefully: “Some of the distrust of 
advertising is an inheritance from 
several decades back. The first few 
years that I was in advertising (and 
it had been that way for years) most 
bankers were very opposed to adver- 
tising as being a gambling device. 
Many times when a firm began ad- 
vertising, their bankers sent for them 
and said, ‘Unless you quit this, we'll 
withdraw your credit.. They could 
not see any tangible addition to their 
security in advertising. They looked 
upon it as a gamble that might take 
away from their security. They would 
loan the same people large sums of 
money to build plants of brick and 
mortar—the product of which they 
might not be able to see—but there 
was a violent prejudice generally 
among bankers against firms which 
advertised.” 

It's too bad some of the recent 
readership studies couldn't in- 
cluded in Mr. Frey’s book. But 
placed side by side . . . they supply 
a load of dynamite for the analyst 
of budgets. 


CATALOG ENVELOPE AND BRING 
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$2.00 
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And don't forget Horan's 
“around the clock" 
service whether your 
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The Invisible Goldfish 


I understand this is a true story. 
I can't prove it. But I believe the 
person who told me. 

Somewhere in the middle western 
part of the great United States a man 
had a retail store in the heart of the 
down-town section and wasn’t getting 
enough people into the store. He 
bought a gigantic aquarium type of 


Reporter's Note: This was the featured open- 
ing luncheon speech at the 34th annual 
convention of the Mail Advertising Service 
Association in Statler Hotel, Los Angeles, 
Saturday, August 6, 1955. As reported 
previously, the talk wos a knockout . . 
largely because of Peter's sober-humorous, 
Gobel-Rogers type of delivery. He was talk- 
ing to a couple hundred people all in the 
same business. Producing direct mail. 


We've eliminated his humorous introduction 
in which he soberly described all the im- 
portant things he was not going to talk 
about . . . subjects so dear to the hearts 
of lettershop people, such as which stamps 
or color pull best; what process is proper to 
use; or whether you should use Form 3547 
or 7543. We'll brief, as clearly as possible, 
his remarks about Invisible Gold Fish. Peter 
is a deep thinker . . . about direct mail and 
all advertising. Last September (1954) we 
used some of his thoughts about industrial 
direct mail. He wos graduated from the 
University of Illinois School of Journalism. 
Prior to entering the Air Corps in 1942 he 
was associated with the Chicago Daily News 
and later the Abbott Laboratories in Chicago. 
in 1946 he joined a mail order food supple- 
ment company in Glendale, California. 
Subsequently, he served as advertising sales 
pr ti ger for Beckmon Instruments, 
end later joined Southwestern Engineering 
Compony, 4800 Santa Fe Ave., Los Angeles 
58, California as advertising manager and 
public relations director . where he is 
today. 


You'll like his invisible gold fish ideo .. . 
if you can get into the spirit of it. Under- 
stand: this talk was given extemporoneously 
from a few lines of notes scribbled on two 
3 =x 5 cords. Please note: some of his re- 
marks are copyrighted in a book he’s pre- 
pored . 80 do not reprint without his 
permission. 
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thing which reached from here to 
there. He filled it full of beautiful 
water. That is all he put into it. In 
front of it, in the window, in large 
enough letters so that people could 
read from a block away he had a 
sign saying, “New! Amazing! Mada- 
gassear Invisible Gold Fish!” 

You may laugh, but by 9:30 or 
10:00 o'clock he had some fifty peo- 
ple standing in front of that window 
very carefully examining every cor- 
ner of that gold fish tank. As a mat- 
ter of fact, some people even went 
in and pounded on his counter and 
said, “What is this out here? What 
are you giving me?” They were 
irate because they couldn't see the 
invisible gold fish. 

There was one little boy who stood 
on the end of the line with his grand- 
father. They were having a wonder- 
ful time. The little boy was saying, 
“See that one there?” The grand- 
father was saying, “Yes, I see.” Then 
they would look at the other people 
and tell them about it. 

* 

This is what direct mail is all 
about. This is what mail order is 
all about. This is what your business 
is really all about; invisible gold 
fish. 

It is hardly fair to say a thing 
like that jokingly, but | am really 
being very serious. There is such a 
thing in your business. You run into 
it every day. As as matter of fact. 
the H-bomb and the Atom-bomb 
were built on this principle. You 
must remember that no one has ever 
seen an atom. No one has ever ac- 
tually seen an electron. No one has 
ever actually put his hands on these 
things. All that the scientists know 
is what i¢ there after they are gone. 
For example, in a cyclotron or giant 


by Peter L. Shugart, 


Southwestern Engineering Co., 
Los Angeles 


betatron they measure the presence 
of these mysterious things by the 
path they leave on a photographic 
plate. It is like being in the great 
California Desert with nothing for 
miles in all directions and you trudge 
through the sand and you come upon 
a little strip of concrete. You say, 
“Ah, this is a highway.” A highway 
to where? You say, “Oh, it is for 
automobiles.” Someone might ask 
you how you know that and you 
sniff and you say that you smell 
gasoline fumes. 

No business can tell you exactly 
what matter is made of, and this is 
what the direct mail business and 
the mail order business are like. No- 
body can tell you exactly what it is 
like, but, oh boy, they can tell you 
all about it. They build marvelous 
things with it. They build Around. 
the-World Shoppers Clubs and Sears 
Roebuck empires and when they 
get together in a meeting like this 
and | would be willing to bet any 
price that you have already done 
it—they will say, “Well, how did he 
do that? What did he do or why did 
he do it that way? What is this se- 
eret?” The secret is the invisible 
gold fish. 

You have to learn to see them like 
the litthe boy and the old grand- 
father looking at an empty aquarium. 
If you don’t believe they are there 
you will never see them. You will 
never make any more money and 
you will never really progress. You 
may survive but you won't 
have as much fun as the little boy 
and his grandfather. So | am really 
talking about how to enjoy direct 
mail as well as how to make more 
money. 

| always stutter when | get to this 
part. | have spent thirty-some years 
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hold their 
attention 


GLAMOR-KLIP2=* 
The Sdeweled 
Mousetrap 


@ tony luxurious 
J DESK CLIP for 
memos, mail, etc. 
“ that will keep your 
\ firm name (em- 
blem, etc.) in 
front of them for 
years. Built to quality 
jewelry standards. 
It's a sure ‘nuff trap but its luxuri- 
ous Peariglo base is incrusted with 
colorful jewels that frame your ad- 
vertising imprint, debossed in color. 
Your pet customers and prospects 
will treasure it as a sparkling ‘con- 
versation-piece’ and (laugh) 
lector's item! In its place of honor 
ond usefulness on their desks, the 
novelty appeal will constantly focus 
the attention of visitors on your 
advertising imprint. 
Use it as 
@a MAILING PIECE of ENCLOSURE 
te @ picked list, applying your 
own of our suggested adaptations 
of Emerson's comment on the 
better mousetrap that will moke 
the world beat a path te your 


door 

@a CHRISTMAS GIFT with a clever 
related message. 

@a smart PREMIUM. 


Send for ilivetroted brochure cover- 
ing suggestions for promotional use 
and quantity prices (from 75¢ ea. to 
ec.) Wf sample is wanted, 


send $1 (returnable deposit). 


INNOVATORS Inc. o-» o 


901 BROAD ST., Nework 2, N. J 


trying to figure a new way of «ay- 
ing it, but have never found one. If 
you really want to make more money 
and grow large: or have little money 
and more fun . . . when you solicit 
an account or a client (whatever you 
call them) forget all about yourself 
and if you can possibly do it, try to 
forget all about the client you were 
talking to and find out why people 
buy his product. For experimenting 
: you can pick almost any pro- 
duct. 


I have one at the moment pro- 
duced by Southwestern Engineering 
Company. It is a piece of equipment 
that has a unit of sale of two thous- 
and dollars. Every time our man 
sells one, there is two thousand dol- 
lars in the till. 
commission and the customer gets 
the product and we are very happy. 
We are not interested in the least in 
how this thing is made. 


Somebody gets a 


Our customer will say, “Is it stain- 
“Carbon steel?” 
Yes. They go through a long catalog 
of material. But that isn’t why they 
buy. | am still finding out why they 
buy. 


less steel?” Yes, 


We have over seven hundred cera- 
mic plants in the country using this 
piece of equipment. For the last two 
years | thought they bought it be- 
cause they got more tonnage through 
our equipment than anybody else's. 
But that has nothing to do with it. 
I stumbled into four files the other 
day and in every one there was a 
testimonial letter that the sales man- 
ager had forgotten to send me. Each 
one of the letters said it was very 
easy to clean. | sat down at my desk 
and | thought, “Is this the way you 
make two thousand dollars, showing 
somebody how easy it is to clean?” 


I did a little mailing on it. For this 
particular application, | think there 
were somewhere around two or three 
thousand plants. | wrote them a let- 
ter and I told them in an invisible 
gold fish type of way that this equip- 
ment is the easiest on the market to 
clean. Had very good results. Cus- 
tomers found out all they had to do 
was plug a hose in the wall and wash 
the equipment down whenever they 
felt like it. With no other product 
could the job be done so easily. The 
customers (or buyers) didn’t care 
how useful it was or what it was 
made of or who else was using it. When 
you get right down to it, all they 
wanted to know was whether you 
have to do any work with this thing: 


how easy it is to get finished with 
it. That is one of the invisible gold- 
fish of our business. 

I could go on for hours about 
other kinds of invisible gold fish, but 
I can tell you where | found some 
of them. I want to challenge you to 
this thought. Do you really read The 
Reporter of Direct Mail Advertising 
when you get it? Or do you just leaf 
through it and say, “Oh, Henry is 
doing it again. He is having a battle 
with the Post Office.” Is that what 
you do, or do you really take a look 
at somebody's article? 

In an issue several months ago, 
there was an article by a fellow 
named Pollen that really had invis- 
ible gold fish all over it. Did you 
read it? Do you remember such an 
article? Lf you did read it, | suggest 
that you could have signed maybe 
three to five more customers by sim- 
ply calling it to their attention. The 
customers who are interested in what 
Mr. Pollen had to say about making 
money are also interested in what 
you have to say. They are the same 
kind of customers. They only live in 
different parts of the country. 

Another place to get invisible gold 
fish is some of the fine books that 
have been written about direct mail 
... by Bob Stone and others. Do 
you buy those hooks? Do you read 
them? 

Every time I have dipped my 
hands into one of those tools I have 
come up with anything from eleven 
to forty per cent better returns. Why 
should | knock myself out talking 
to you people about what we are go- 
ing to do on the next mailing? Why 
do it? There are books full of in- 
visible gold fish that will make a 
fortune for you. All you have to do 


Peter L. Shugart 
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transform them into your cus- 


tomer’s problems. 


Is 


A Most Important Gold Fish 


Another one of the invisible gold 
fish in direct mail is . . . whether 
you can say no. You sometimes make 
a lot more money by saying no. Sup- 
pose your customer says to you: l 
want to get out a 37 page catalog 
in four colors and we are going to 
have an acetate gate fold that hangs 
out four pages worth and we want 
some little die-cut tabs that will hold 
it up on the table as the customer 
reads it, and we want them hand 
delivered.” Do you say no when he 
says that, or do you start worrying 
about which printer is going to han- 
dle this for you? 


You should say no. Nine times out 
of ten that man has no business go- 
ing into the publishing business. Yet 
day after day you and printers and 
people like you continue to take what 
the man says, do it, and sometimes 
you make money and sometimes you 
don’t. You might make a lot more 
if you talked him into doing some- 
thing that will make him a lot more 
money quickly. He will love you for 
it. So one of the invisible gold fish 
I suggest to you is an ability to say 
no. Tell your customer it is the wrong 
thing to do. 


Frankly, | haven't met very many 
printers or lettershops who will do 
it. They are too busy making money 
and don’t want to take the time to 
educate the customer. But to the few 
of you who really want to make more 
money and go into another horrible 
tax bracket, this is a thought. 


Another one of the problems in 
direct mail which is sort of an in- 
visible gold fish is . . . that direct 
mail is a mysterious business. Just 
filled with mysteries. If you don't 
turn the stamp upside down you'll 
be licked, or if you don't use pink 
with beige and a sort of an ivory with 
black you are all wrong. These are 
the black gold fish. We don’t want 
them. They have nothing to do with 
the business. The invisible gold fish 
are the ones. They are floating 
around in the minds of your custom- 
ers. 

The thing for you to do is to con- 
vince the customer he has them. All 
he thinks he has up there are min- 
nows, tired worms, and a feeling of 
frustration. He has invisible gold 
fish. He doesn't know, nine times 
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BIG Direct-Mail NEWS for You! 
Announcing the New Cabot 


RESPONDA-LETTER 


the Letter with the BUILT-IN REPLY FORM 


New RESPONDA-LETTER is a 
complete mailing, planned 
and printed to meet your 

needs. The ‘‘set’’ includes: 


the LETTER — 


beautifully lithographed in two 
colors, sells your idea, product 
or service with enthusiasm 


the built-in REPLY FORM — 


ready for your reader w mail 
back to you! Slips invo window- 
pocket in RESPONDA-LETTER. 
the WINDOW-ENVELOPE — 
precision-made for RESPONDA.- 


LETTER window .. . truly a 
handsome carrier for your mail- 
ing. 


Yes! New Cabot RESPONDA-LETTER is a 


complete mailing that puts new life in your direct-mail! 


> Increases Replies .. . 
RESPONDA-LETTER'S built-in, personalized 
reply form stays with the letter until reader 
is ready to take action. A tried and proved way 
of getting increased replies w any mailing! 


> Stimulates Reader-interest .. . 

RESPONDA-LETTER has novelty and appeal 
without detracting from your message. It gets 
your reader's attention, the strong message 
holds it and the card makes it easy tw reply, 


» Secures Any Type of Reply .. . 
Sales, Inquiries, Subscriptions, Contributions 
are all easier to get with RESPONDA-LETTER! 
No matter what your product or service, here's 
a way to sell it by mail more effectively 


>» Keeps Mailing Costs Low .. . 

In 100,000 quantities, RESPONDA-LETTER'S 
low price is just $19.50 per 1,000. A person- 
alized reply-getting mailing at truly low cost. 
Complete price list sent with kit. 


RESPONDA-LETTER 
offers 3 reply forms: 
Regular reply card, 
wallet-style envelope for 
payments and self-maiter 
reply form for order blank 

information 


RESPONDA-LETTER 
offers layout and copy: 
We'll adapt your present 
mailing to RESPONDA. 
LETTER or we'll do the 
layout and copy job for 

you, no cost! 


RESPONDA-LETTER 
offers 4-week delivery: 
We know the pressures of 
direct-mail. That's why we 
guarantee prompt 4-week 
delivery of finished work 


Send for our big FREE kit of samples! 


clip coupon along dotted line 


TO: CABOT’S Promotional Aids, Inc. 
411 S. Sangamon St. Chicago 7, Ill. 


I'd like to find out more about new RESPONDA-LETTER. Please send me 
your big FREE kit with actual samples, price list and complete information 


COMPANY NAME 
ADDRESS 


city ZONE STATE 


YOUR NAME ond TITLE 
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MAILING 
LISTS 
THAT ARE 
GOLD MINES! 


Take it from a healthy young 
septuagenarian: the GOLDEN 
RULE pays dividends in business. 
I'm going to make you a GOLDEN 
RULE offer. 


We are owners and compilers of 
lists, and have lists in every 
conventional category and in many 
you never heard of. 


Through trial and error, during 
50 years of direct mail selling, we 
discovered the sources of certain 
lists of exceptional productivity. 
One of these “discoveries” brought 
a national publisher of magazines 
8,100 subscriptions on a mailing 
of 75,000, 


And so here is the GOLDEN 
RULE offer: 


recommend to you for testing, if 


on any list I 


the response to your test is not 
adequate, in your judgment, you 
pay only for the typing and the 
material used. That's how confident 
I am of the worth of my lists. 


I will replace “nixies” two for 


one—but it isn’t the “nixies” that 


matter, it's the orders you get. 


Write and let me send you our 
recent List Bulletins. 


Andrew |. Albert 


ALBERT MAILING LISTS 


120 Liberty Street 
New York 6, N. Y. 
Tel. REctor 2-7573 


out of ten why his customer buys. 
The minute you help him find that 
out, he is going to make more 
money and you are going to make 
more money. 

We are really talking about one 
of the oldest fundamental uses for 
direct mail, lettershops, etc. . . . 
which is getting information. Doing 

little survey. Somebody might 
say, “You don't want to do that by 
mimeograph. You must do it by off- 
set.” Phooey! | did a mailing once 
that pulled some thirty per cent and 
sold $15,000 worth of business in 
two weeks and it was just a plain 
mimeographed sheet. It had one line 
at the top and was followed by 
three paragraphs over signature of 
the president. Because it was mim- 
eographed should | assume I should 
go to offset? 

We did. We thought, “We have 
a good thing here. We have an in- 
visible gold fish. Let's see how big 
we can make it grow.” We went to 
offset. Nothing happened. We went 
back to the mimeographed letter 
over alternate periods, and it paid 
off fine. I don’t know why; there is 
no reason to it. 

It is like that with invisible gold 
fish. When you see don’t let 
go of it. You may not get him again. 
Nobody can really explain the mys- 
tery of invisible gold fish to you. 
Why waste time? When you get 
one, why not just fatten him up and 
fill the house with invisible gold 
fish? 

There is another thought that 
seems out of place in talking about 
gold fish. It is a little problem 
called copy writing. I have not had 
the privilege of talking to a lot of 
lettershop people, but | do know 
several in this area. Invariably they 
have a lament that they are not copy 
writers. You people claim you do 
not have the time to learn; that you 
are too busy. 

After all, you are experts in your 
production line, and I think this is 
a very legitimate reply. What I do 
not agree with is: what is the mys- 
tery in copy writing? In a period of 
four or five years | have yet to meet 
a lettershop operator who says, “Oh, 
don't worry about the copy. I will 
help you write it.” I am_ perfectly 
willing to let him help me. He can't 
possibly charge me what the agency 
would charge me for it. He has of- 
fered, so | am delighted to let him 
help me. 

But they don't help me. Why is 
that? Why is it that copy writing 


does not seem to be a part of the 
lettershop’s business when it should 
be? You do everything but the 
backbone. You do everything but 
the reason why it is being done. The 
copy writing part is not as difficult 
as you think. 

One of the invisible gold fish in 
your tank might be described with a 
question. Let me ask you if you 
have ever wondered why the Bible, 
after more than two thousand years 
is still the best-read book? There is 
a very simple reason for it, among 
many. One of them is that when the 
Bible first began to be written men 
were lucky if they lived to be thirty 
or thirty-two years old. Life span 
was very short. Health was 
Times were pretty grim. 

Because of that, as a man arrived 
a little closer to the drop-off, he was 
much more interested in what hap- 
pens to him afterward. Early in life 
they began to attempt to find out 
what goes on afterward. Where do 
they go? The problem of setting up 
rules for society was responsible for 
the Bible, for the Koran, for the Law 
of Moses and for a great many other 
pieces of copy that a great many of 
you are familiar with. Why did 
this copy last so long? Because it 
gives something to people that they 
want. Isn’t that a fairly simple rule 
to remember ? 

The next time you run into a cus- 
tomer who says, “I want you to 
write this letter,” remember the 
Bible, the Law of Moses or the 
Koran and say, “Well, those 
just men. They said something. 
What did they They 
something people wanted to hear.” 
You look the customer straight in 
the eye and say, “Why do your cus- 
tomers buy your products?” When 
your customer tells you that about 
his customers, you can turn around 
and tell everybody else why they 
really want to buy the product. They 
don't know it. You have to tell 
them. The minute they find it out, 
of course, they think they discovered 
it. 

It all comes down to the invisible 
gold fish . . . or why you say 
things; how you say them; to whom 
you say them. Too often a mailing 
list comes first. The man says, “I 
want a thousand plumbers.” You 
say, “I know where to get them.” 
After you get the list he says, “I 
will need letterheads.” Then 
he says, “Wait a minute, what are 
we going to tell them?” 

At that point you should long ago 


poor . 


were 


say? said 


some 
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stopped him at the list and 
letterhead department and said, 
“What did you have in mind to say 
to the plumbers? Maybe you don't 
need a thousand of them. Maybe “Just what do you do?” It gives us a good excuse to go 
you only need one hundred of fifty.” over our list of services to make sure we haven't left out 


How often do you really think of 
Se ae ee ere anything important. Here it is. May we fill in some of the 


it that way? Or do you just take 
the man’s money and run? details for you? 
All this blatherskite about invisible 
gold fish is an attempt to sound kind 
a your Product & Service Literature House Organs Special Event Material 
i n- 
ry not forget about all the ordi Booklets © Folders Annual Reports Contest Literature 
ary reasons you are here . . . and 
Brochures Broadsides Books Magazines Premiums Sales Gadgets 


from now on start to get out of the 
person next to you or to create Sales Presentations Toys © Games © Maps Coupons ®@ Car Cards 


amongst you the real reasons. Should Catalogs ® Manuals Calendars © Postcards Box Wraps 

we go back to all the arguments of Inserts © Bulletins Point of Sale Dominations Product Cards 
the right postage stamp; should we 
go back to the discussion as to 
whether Addressograph or Pollard 
Alling are better or worse. Do these 
things help your customer? He just Ilustrated & Gadget Letters In-Store Spot Reminders Mailing & Distribution 


Every once in a while we are asked a welcome question— 


Promotion Kits Window & Counter Displays Cellophane Bags & Wraps 
Ad Reprints © Letterheads Posters @ Floor Stands Letter Processing 


Blowups © Novelty Diecuts Self-Service Merchandise List Maintenance 


wants to make money. Do these 
things help you make more money ? 


That is where your future it, in the ARDLEE SERVICE, INC, 


minds of your customers. Does this 


gold fish plan work? It does work. OFFSET LITHOGRAPHY © DIRECT MAIL © SALES PROMOTION 


Here are two examples of how it 
works. First: I have in mind a com- 28 West 23rd Street @ New York 10, N.Y. 
pany which two and a half years 
ago had no direct mail whatsoever. 
Today, two and a half years later, 
this month they grossed two hundred 
thousand dollars worth of business 
and thirty-five per cent of it was di- 
rectly traceable to direct mail. It 
was nothing that any of you couldn't FE T T E H A D S 
have printed. It didn’t come out of | 
equipment, out of mystery. It was | 
based entirely on finding out what Attractively designed, quality engraved letterheads impress 
people wanted and giving it to them customers. Cost little. Finest letterheads only a few per- 
to the hilt. Invisible gold fish. cent of total letter cost. Hill experts have prepared Letter- 

Second: I know of one lettershop head Logie brochure—tells what is a good letterhead — free 
in this town that has fortunately de- 
cided to try what | have been try- 
ing to sell them. | don’t want to mis- 
lead you; I didn’t sell it to them. IT | - 
talked them into it. if it's worth seeing, put it on a HII BR. O. H. H I L i Inc 

I talked to them of : forgetting | Fine Business Cards and serheads 
costs ; forgetting everything except 270 07 Lafayette St, N. Y. 12, N. Y. 
helping the customer sell more. 


Just before this meeting was sch- ammeter 


eduled | asked the lettershop owner, | a 


“Has this invisible gold fish ide: . . 
talk to all these lovely people I Pictures Make Sales... 


want to know whether it does work 


or not.” He replied, “Yes. You “ ” | 
now, don't give any bids any Gath, mailings. A photo of your product 


ORegon 5-0300 


if you use 5,000 letterheads a year. Write now on your 
letterhead. State annual usage. 


We all know what that Chinese philo 
sopher said about a picture. He really 
said a mouthful. Send pictures in your 


more. | haven't talked to anybody tells o better story than all the words 
about prices.” I wanted more infor- And remember that “seeing is believ 

ing.” Use low-cost genuine glossy copy 
photos to tell that story or sell that 
product. We can give you quality prints 
in any quantities rapidly and eco 


mation, “What do you talk about 4 “HOW TO THINK ABOUT MAIL ORDER’ 
You are still a lettershop.” He said, @ stimulating booklet from the Henry 


“Oh, we talk about whether the last Hoke Library, will give you sound advice 
nomically 


premium campaign paid off or on “a with 


whether it didn’t, and why.” antes f 
pinions of many experts. Only $1.00 7 
Order from The Reporter, Garden City, q KEHRES Photo Service 


Pictures Make Soles—USE PICTURES! 


14544 Hayden Avenue, Cleveland 12, Ohie 
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F. W. DODGE CORPORATIONS 1955 
F. W. Dodge's unique and outstandingly effective 
d-winning campaign are Reply-O-Letters: 
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BEST DIRECT MAIL ADVERTISING 


Forty-nine “Best Direct Mail Advertising of 


of 1955” winners received inscribed Award 
Plaques at the DMAA Chicago Convention. 


Working with new “ground rules,” 
the Board of Judges for this year’s 
DMAA contest found they had a 
somewhat easier job than judges of 
the past. No longer is the contest 
called “Best of Industry” . . . with 
its former multitude of different clas- 
sifications. Under new rules in ef- 
fect this year, it became simply: 
“Best Direct Mail of 1955” . . . with 
classifications reduced to these six 
basic functions of direct mail: 


Function 1; Creating more effective per- 
sonal sales contacts. 

Function 2: Bringing the prospect to you. 
Function 3: Delivering background, sales 
or public relations messages to customers, 
prospects, employees or other special 
eroups. 
Function 4 
the mail. 
Function 5: Securing action from the pros- 
pect by mail. 

Function 6: Conducting research and mar 


ket surveys. 


Taking actual orders through 


DMAA’s “Gold Mailbox” Trophy 
(awarded last year to the 10 best 
entries) was reserved this year for 
one winner campaign was 
judged the most outstanding of all 
those submitted. National Broadcast- 
ing Company took top honors 


w hose 
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DMAA AWARDS TO FORTY-NINE 
IN "BEST DIRECT MAIL" CONTEST 


® NBC Wins Grand Award 


® Two Win Henry Hoke Gavels: 


F. W. Dodge Corporation 


winning the trophy for their dynamic 
direct mail program which stimulated 
no small amount of seven-figure tele- 
vision time sales. Submitted under 
Function 3, NBC's winning port- 
folio was in itself a stimulating pre- 
sentation, leaving no questions un 
answered for the searching judges. 
Details of its contents (covering a 
number of crackerjack campaigns) 
are contained in the report on the 
following page. 


For the first time (since first pre- 
sented by The Reporter to Union 
Bag & Paper Company in 1953) 
there were two winners of the Henry 
Hoke Award. There were no cam- 
paigns as sensational or unusual as 
the Yoon Yun or Scandale of pre 
vious years . . . but two programs 
stood out as being good examples 
of solving a difficult problem. The 
judges were unwilling to decide 
which was best. So when the prob- 
lem was presented to the donor 
he said, “Give gavels to both”. F. W. 
Dodge Corporation (Construction 
News Division) and 
vestment Company became the first 


Associates In- 


companies to receive duplicate Hen- 
ry Hoke Awards in the same year. 


Associates Investment Co. 


See pages 50-52 for outlines of their 
problem-solving direct mail pro- 
grams. 

Chairmanned by Elon Borton (Ad. 
vertising Federation of America), 
the Board of Judges included Wil- 
liam Clawson (Miller Printing Ma- 
chinery Co.), Reginald Clough 
(Readers’ Digest, Inc.), Fred Kirby 
(Saturday Night Press), David Mar- 
gulies (Around-The-World Shoppers 
Club), Ralph L. Polk, Jr. (R. L. 
Polk & Co.) and John H. Warner 
(AEtna Life Insurance) . . . with 
R. B. Clark, Jr. (Strathmore Paper 
Co.) as general chairman of the 
DMAA Contest Committee. 

They came up with a total of 49 
“Best Direct Mail of 1955” winners 

selecting 22 under Function 1, 
5 under Function 2, 11 under Fun- 
ction 3, 4 under Function 4, 6 under 
Function 5 and only | under Fune- 
tion 6. 

You'll find a complete listing of 
all the winners beginning on page 57 
... but be sure and see them when 
the portfolios visit your city. You'll 
see how 49 companies, using some of 
the “49 Ways,” produced “The Best 
Direct Mail of 1955”. 
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NBC TELEVISION WINS DMAA’S 
GRAND AWARD...AND GOLD MAILBOX 


“One Network: But A 
Score of Products... 
And Problems” 


ITH the headline above intro- 
ducing their entry to the 
judges, National Broadcasting Com- 
pany's top award-winning portfolio 
got off to the right start on its very 
first page. A background introdue- 
tion set the scene for brilliant pieces 
that followed by first explaining ex- 
actly why and how one major me- 
dium (television) uses another (di- 
rect mail) to solve sales problems. 
“A television network's problems,” 
explained the intro, “are unusual for 
one reason: While the network re- 
mains constant, the product to be 
sold changes from week to week, 
One week a sponsor cancels, leaving 
a time period open. Replacement ad- 
vertising must be found. The follow- 
ing week a new show replaces one 
which has proved commercially un- 
attractive. Prospects must learn 
about the new availability and be 
told of its power to sell their goods.” 
It also explained how NBC's pro 
gramming is heavily loaded with 
“magazine” format shows . . . where 
advertisers buy time as needed, 
rather than franchised 13, 26 or 52- 
week cycles of broadcasting. Adver- 
tisers are continually flowing in and 
out of this type of show. And, as 
pioneers of the “magazine” concept, 
color “spectaculars” and other video 
innovations, it's most important for 


NBC to reflect and promote the net- 
work’s leadership with every sales 
impression. 

The seore of problems involved in 
selling such a kaleidoscope of pro- 
gramming left a clear picture of 
needed direct mail objectives: “To 
acquaint prospective advertisers with 
various programs NBC has available 
for sale . and lo convince pros- 
pects that the programs are sound, 
atiractive advertising buys. Also, to 
reflect NBC's leadership and strength 
in the broadcasting field.” 

Advertising - promotion manager 
John Porter and his creative staff 
worked the image into a powerful 
direct mail program . . . designed to 
meet quick changes in sales prob- 
lems. Because of the selectivity of 
programs available, the Sales De- 
partment had a heavy hand in mak- 
ing list recommendations. Most list 
requirements fluctuated between a 
total of 500 to 3,000 blue-chip time 
buyers. Primary prospects were ad- 
vertising agencies . . . planners and 
creators of their own campaigns, who 
are highly critical of any creative 
effort. They're a tough audience to 
approach. 

NBC's creative direct mail effort 
made its approach with the same en- 
tertaining flair that has established 
some pretty high ratings for NBC 


video offerings. It had a faculty for 
sugar-coating statistics with 
entertainment-in-print. In fact, most 
NBC direct mail commercials were 
a lot easier to take than are some of 
their advertisers’ electronic messages 
dished up in living rooms across the 
country. The direct mail program 
as a whole left the impression that 
without trying too hard, without 
forcing or straining, NBC was sub- 
tiley selling entertainment by show- 
ing (not telling) its tremendous pow- 
er to sell. 


sales 


What emerged from the winning 
entry was a concentration on seven 
separate sales areas seven in- 
dividual campaigns, each selling a 
specific program or time availability. 
Intermingled with the specimens dis- 
played was convincing proof of their 
effectiveness. testimonials 
from agencies and back-slapping in- 
ter-office memos from the Sales De- 
partment proved that the direct mail 
effort got plenty of action for the 
sales force action that resulted 
in millions of dollars worth of net- 
work time sales. 


Says NBC's John Porter: “Our 
direct mail budget for the Fourth 
Quarter of 1955 is larger than ever 
before. And for one reason . . . it 
gets results!” 


Glowing 
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Super ine 


TEXT, COVER AND BRISTOL 


Dhis finest of lexts, vich in appearance and extraordinary for cleanliness, 


has established itself as first choice among designers and producers 


of fine printing when quality and good lasle ave first consideralions. 


EGLISE ST. GERVAIS, GISORS, AN ETCHING BY JOHN TAYLOR ARMS 


Mohawk Payee Mille 
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There were two winners of the Henry Hoke Award this year . 
both a photo finish in the race for the year's best problem-solving 


direct mail effort. Here's a report on one; the other is outlined on 


page 52. 


F. W. Dodge Corporation 


(Construction News Division) 


Wins Henry Hoke Award 


Here's an outline of what F. W. 

Dodge's Construction News Division 
was up against and what they ac- 
complished 
Background: With 160 salesmen 
operating out of 15 district offices 
and 55 branch offices, the Construc- 
tion News Division compiles, edits 
and sells subscriptions for three 
types of Dodge Reports: 1) construc- 
tion being planned, 2) construction 
in progress, and 3) construction 
completed. 


Markets: Users of these special re- 
ports are two separate groups: (A) 
Firms operating locally such as reg- 
ional electrical, masonry and roofing 
firms, dealers, building suppliers, 
local stores, ete. This group makes 
a total list of 100,000 prospects; and 
(B) National firms which use the 
reports to concentrate efforts of their 
salesmen, distributors, dealers, etc. 
This group makes a total list of 
1,000 top executives. 


General Objective: Primarily, the 
objective was to get as many high- 
quality inquiries for the salesmen as 
possible. But a number of problems 
that were hampering sales had to be 
solved, 


PROBLEM ONE: Many of the “A” 
prospects had the misconception that 
Dodge Reports were merely “3’’x6” 
slips of paper,” and were surprised 
at their seemingly high cost. Few 


realized the large amount of field 
and office work that went into Dodge 
Reports to make them accurate and 
useful. Even monthly mailings since 


L941 had failed to convince many of 
them. 


How It Was Solved: Advertising di- 
rector Philip Sherman and his as- 
sistant Tom Grant got together on 
the problem with Dick Tirk, ae- 
count executive at Reply-O Products 
Co. The trio came up with an edu- 
cational letter campaign they called: 


“The People 
Behind The Package” 


Using attractive models as “the 
people”, a series of six illustrated. 
two-color Reply-O Letters was de- 
signed .. . each telling what it takes 
to put together the Dodge Report 
“package”. The reply cards were 
requests of more in- 

delivered person 


beamed for 
formation 
by salesmen. 


First letter in the series showed a 
Dodge reporter telling how he gets 
the construction news. The offer 
was for a sample report of interest. 
Second letter had the editor telling 
how she puts the reporter's infor- 
mation in shape. It offered a book- 
let on how to use Dodge Reports suc- 
cessfully. Third letter told how the 
stenciler types the report into legi- 
ble form. The letter contained 
another offer for a report of inter- 
est. Fourth letter had the issuer 
telling how she makes sure the cus- 
tomer gets just the news he’s inter- 
ested in. This, too, offered a report 
of interest. Fifth letter showed the 
inquiry clerk explaining how she 
handles special inquiries. With her 
message was another offer for a re- 
port of interest. And the final let- 
ter had the Dodge salesman sum- 
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marizing the news-gathering service. 
He also offered to show prospects 
how they could use the service, ex- 
plained in an offer booklet titled 
“Heres The Way To More Busi- 
ness. 

All six letters, offering literature 
and coordinated preprints of space 
advertising were packaged in a port- 
folio and given to salesmen at reg- 
ional meetings. In addition, before 
each monthly mailing salesmen re- 
ceived a sample of the letter with a 
pep-up memo telling them how to 
follow up leads. They were also 
provided with a “new user” file to 
send to new subscribers after sign- 
ing them up. The file contained 
helpful tips telling the subscriber 
how to get most out of his Dodge 
Report service. 


The People Behind The Package 


became the most important part of 
the Dodge sery ice. \ 3’ x 5’ poster 
showing the six letters was proudly 
displayed in all district and branch 
offices. Its 
read: “Do we think you are im- 
portant? And how! And we're tell- 
ing our prospects so in our current 
direct mail campaign!” 


message to employees 


Results: Six monthly mailings to “A” 
list of 100,000 prospects produced 
1595 traceable inquiries that resulted 
in $105,428.50 worth of first-year 
contracts. Salesmen also reported 
that prospects got a new conception 
and appreciation of Dodge Reports 
and the far-reaching work involved 


PROBLEM TWO: “A” 
pects thought Dodge Reports were 


pros- 


A. 
e 
| 
‘ 
if 
to compile them 2 
so 


all right, but also thought their own 
information methods were just as 
good. The problem was to convince 
these prospects what they were us- 
ing (instead of Dodge Reports) 
didn’t work. 

How It Was Solved: Another series 
of illustrated Reply-O letters was de- 
signed to sell the idea that: 


“Substitutes Don't Work" 

The first letter pictured a man 
driving a car, while copy emphasized 
“You can’t do much business chas- 
ing around in a car to get business.” 
Second illustrated letter showed a 
bent ear receiving a soft whisper. 
Copy pointed out that “Rumors 
won't keep you busy you can't 
get accurate information because 
most rumors are false.” Last lettes 
in the series showed two men on the 
telephone, their wires forming the 
proverbial “grapevine”. Copy stress- 
ed that it’s impossible to get reliable 
information via the grapevine 
“grapevine information is inaccur- 
ate.” 
Results: Three monthly mailings to 
“A” list of 100,000 produced 2156 
traceable inquiries that resulted in 
$70,388.24 worth of first-year con 
tracts. Salesmen reported that many 
prospects mailed reply cards because 


they thought they might be missing 
something good in Dodge Reports. 


PROBLEM THREE: Tus effectively 
merchandise company publicity. 
How It Was Solved: With two im- 
portant construction forecasts form 
ing the backbone of Dodge's pub- 
licity, two-color Reply-O self-mailers 
were created for: 


“The Forcaster" Campaign 


This was a two-mailing effort to 
get inquiries for “A Preview of Con- 
struction Potentials for 1955 and 
What's Back of the Building Outlook 

two major forcasts by Dodge 
economists and other executives. 
Both are only offered twice a yeat 
so as not to wear out their special 
value. The two self-mailer offers 
used the invitation technique. 
Results: Two mailings to “A” list 
of LOO.000 produc ed 5597 traceable 
inquiries that resulted in $80,190.55 
worth of first-year contracts and re 
newals, 


PROBLEM FOUR: Jo effectively mer 
chandise company space advertising. 
How It Was Solved: A series of ten. 
x 5” multigraphed memos 


were produced to develop: 


“The Ad Merchandiser" 
Campaign 

Signed by executive vice-president 
1. W. Hadsell, the memos carried 
a brief message about ad reprints 
they accompanied, The space re- 
prints chosen for mailing were ones 
which contained a coupon. A reply 
envelope was also enclosed, Had- 
sell’s message got prospects to read 
the reprints, then clip the coupon 
and mail it in the reply envelope 
for a typical Dodge Report covering 
the prospect's market area. 
Results: Ten mailings to “B” list of 
1.000 produced 370 traceable inquir- 
ies that resulted in $21,826.86 worth 
of first-year contracts and renewals. 
Salesmen reported an increased men 
tion of Dodge space advertising 
from prospects, 
TOTAL RESULTS OF THE PROGRAM: 
Kleven mailings to “A” list of 
100,000 and LO mailings to “B” list 
of 4,000) produced $277,834.55. in 
first-year contracts and much 
more in non-traceable inquiries and 
renewals. The program also resulted 
in a better understanding and ap- 
preciation of Dodge Reports, and 
the number of prospects balking at 
the price was greatly reduced. 
TOTAL COST OF CAMPAIGN: 
$59,907.80. 


THE F. W. DODGE REPLY-O 
LETTER “PEOPLE BEHIND THE 
PACKAGE” CAMPAIGN 


A series of six Reply-O letters told the job 
done by each person behind Dodye “pack- 
age”. Top (left to right): The Dodge Reporter 
told how he made contacts, The Editor told 
how she edits information, The Typist told 
how she typed reports in concise form. 
Bottom (left to right): The Issuer told how 
she selected the right reports for individual 
firms, The Special Inquiry operater told how 
she answered calls on any special inquiry, 
and The local Dodge Man summed it all up 
in the final letter telling prospects how 
they oll worked os a team to produce the 
complete “Package”. 
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Associates Investment 


Company Also Wins 
Henry Hoke Award 


Background: With 138 offices 
throughout the United States and 
Canada, Associates Investment Com- 
pany's main function is automobile 
financing with an annual in- 
come well over a billion dollars. But 
they also maintain both a Personal 
Loan Division and Commercial Loan 
Division. Two separate campaigns 
for these divisions solved many 
problems and accomplished a num- 
ber of objectives. 


Personal Loan Division 
Campaign 
PROBLEM: A necessary change in the 


direct mail pattern for Associates’ 
small loan offices came with the rea- 
lization that many cashiers in the 
auto finance branches were reluctant 
to advise customers about Associa- 
tes’ consumer finance service. This 
presented the problem of develop- 
ing personal loan customers from 
auto finance accounts, and bringing 
hack former auto finance and loan 
accounts by reminding them of their 
“preferred” customer standing. 


How It Was Solved: A big give- 
away was planned that would ac- 
complish these objectives: 1) Bring 
prospects into loan offices, 2) Keep 
Associates’ in prospects’ minds, 3) 
Place emphasis on family budgeting. 
linking it to Associates’ service, and 
4) Distribute 1955 credit cards. 


Giveaway offers were  spear- 
headed by 12 monthly mailings 
which began in: 


December: The first mailing offered 
two items a 164-page Budget 
Calendar Book with 52 weekly cal- 
endar pages, and a reproduction of a 


painting by artist Stan Eckman. 
Just before Christmas, 577,000 pros- 
pects received a window envelope 
containing a sample page of the Cal- 
endar Book, backed up with a per- 
ferated credit card carrying the 
prospect’s name. The self-contained 
piece urged prospects to present the 
card at the nearest Associates’ of- 
fice for a free Calendar Book and 
painting reproduction (pictured in 
the mailing). 


January: An illustrated folder 
brought attention to the need for 
post-Christmas cash with a parody 
on the poem: “Twas the night be- 
fore Christmas and all through the 
dwelling, were enough bills to keep 
father yelling!” Back of the folder 
continued to promote the free bud- 
get Calendar Book and painting re- 
production offers. 


February-March: During the next 
three months Associates’ planned a 
“campaign within the campaign” 
with two pieces using the same art- 
work, but different copy. The first 
piece had a background of line- 
drawn faces tie in with the copy 
theme “Lots of Folks like you bor- 
row at Associates.” It was mailed to 
half the list in February, the other 
half in March. February's mailing 
produced an 11% increase over the 
same period the year before; and 
the March mailing produced a 19% 
increase of business. 


April: The second piece, a self-mailer 
using the same artwork as the first, 
was devoted to promoting the Bud- 
get Calendar Book and painting re- 
production offers. It produced a 
287% increase in business over April 
the year before. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


May: This was a folder mailing with 
a die-cut cover. Inside was a “cash 
reserve card” with a personal, hand- 
written amount on it showing through 
the folder die-cut. Headline on the 
folder’s cover asked “Would this 
amount balance your budget?” The 
personally filled-in cash card was an 
effective ice breaker for loan office 
interviewers. 


June: This month’s mailing featured 
an offer of a brand new giveaway 
. . Associates’ Vacation Idea Book. 
621,000 giant self-mailers were mail- 
ed from a resort area in Niles, Mich- 
igan, with local loan office addresses 
imprinted inside. self-mailer 
looked like a giant post card. Ad- 
dress side had a scripted message 
reading: “I had a grand time—The 
Vacation Idea Book was a big help 
to me and I’ve asked the girl at the 
office to set one aside for you.” It 
was signed “Jim.” The back of the 
piece was a full color photo of happy 
vacationers playing at the beach. 
When opened, the self-mailer reveal- 
ed more full-color vacation scenes 
.. and offered prospects a free copy 
of the Vacation Book listing best va- 
cation spots, transportation cash ex- 
pense record, etc. The mailing itself 
listed convenient Associates offices 
where the book could be obtained. 


July-August: The Vacation Book 
promotion continued through these 
months with cartoon-style folders 
prompting vacationers to “Take your 
Associates Vacation Book with you.” 


Both give-away promotions were 
backed up with local radio spots, of- 
fice posters, counter displays and 
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NOW you can reach out widely 
reach out faster 


mechanized mailing 


a completely new, revolutionary method of mailing preparation 


INSERTING MAILING MACHINE 


Mechanical fingers do the work of dozens of human hands 


advertising and sales promotion « 


public 


relations, publicity, good will « 


stockholders mailings « bills, statements, price lists « 
premium notices « catalogs, house organs, magazines, newspapers + 
reports new methods of sales and service 


High-speed, low-cost mechanization opens the door to 
new opportunities for sales and profits. You can mail without 
thought of expensive preparation. Inserting & Mailing Machine 
cuts costs 80%; handles 30,000 to 40,000 pieces per day; is 
always on the job. 


Now it’s easy to get a head start on competition... to 
keep in touch with jobbers, retailers, salesmen ...to increase the 
impact of national or trade advertising...to reach special 
markets... to pave the way for salesmen...to make fast price 
changes...to sell direct...to conduct research...to run con- 
tests or premium programs...to send out service bulletins, 
catalogs, or reports. You save on routine mailings, too. 


INSERTING AND MAILING MACHINE CO. 


PHILLIPSBURG, NEW JERSEY 


GATWERS ENCLOSURES INTO ENVELOPE 


& staces 


Wider Horizons with Mechanized Mailing 
Send for this attractive, illustrated 

brochure. It shows how thousands 

of firms are cutting operating 

costs and using Inserting & 

Mailing Machine to increase 

sales, service, profits. 

Just mail coupon. 


That's all it takes to compare the 
figures we will give you. One set 
will be a time-cost study of 

your present mailing operation, 
others will cover mechanized 
mailing. Ask for 


Analysis & Proposal. 


INSERTING AND MAILING MACHINE CO. " 

PHILLIPSBURG, NEW JERSEY R-10-55 

0 We'd like an ANALYSIS & PROPOSAL 

relating to our mass mailing operation, 

(C0 Send us WIDER HORIZONS WITH 
MECHANIZED MAILING. 


Individual 
Firm 
Address 


City 
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2 Minutes’ Time Proves the Savings . ies 
PROPIA, 


other merchandising aids. But the 
direct mail pieces carried the weight 
of promotion success. 


Results: Lp to July, Associates had 
given out 115,000 Budget Calendar 
Books and painting reproductions, 
and 125,000 Vacation Idea Books. 
While the actual dollars and cents 
they produced weren't recorded, As- 
sociates did record these important 
findings about their direct mail pro- 
gram: 


1. During the first six months, 
direct mail cost just a bit more than 
the combined cost of newspapers and 


SIMPLIFY ADDRESSING 


radio. Yet direct mail produced four 
times as many personal loan appli- 
cations as did either radio or news- 
papers. 


2. During the same period, cost 
per application from direct mail was 
just 4 the cost per application ob- 
tained through radio and newspapers. 


3. While only 50% of the applica- 
tions from radio and 367 from 
newspapers qualified for loans, 60% 
of the applications secured through 
direct mail qualified. 


AND LIST HANDLING 


with SCRIPTOMATIC 


The Only System to Print Directly from Card Address 
Masters to Envelopes ...Booklets...Mailing Tape 


IF YOU HAVE LARGE LISTS: 


of 


COMPLEX LISTS: 


SCRIPTOMATIC 
AVANABLE WITH 
MASTER SELECTIVITY WHILE ADDRESSING. 


Increases List Flexibility and Selectivity — 


Sc riptomatic 
Any tabuleting machine card can double as a 


master. Scriptomatic tab card masters 


Scriptomatic 

keep all pertinent data available on a single card 
. » eliminate time and cost of maintaining dupli- 
cate lists. All the selective flexibility of any stand- 
ard tab card is retained by Scriptomatic, using the 
card itself as the master for addressing any type 


material or mailing tape 
ADDRESSING NOW 
ELECTRONIC SENSING FOR 


if addressing and list handling procedures present problems in your office 
—Investigate Scriptomatic, now! Actual case studies of leading users prove 
Seriptomatic methods the simplest, fastest and most economical possible. 


DESCRIPTIVE MATERIAL AND CASE STUDIES AVAILABLE AT NO OBLIGATION. 


WRITE TODAY. 


Scriptomatic is registered Scriptomatic, 


SCRIPTOMATIC INC. 


300 Nerth lith Street, Philadelphia 7, Pa. 


Commercial Division Campaign 
PROBLEM: Using direct mail for the 


first time in 1955, the Commercial 
Division’s problem was to get bank- 
ers to participate with Associates In- 
vestment Company in arranging 
loans to business and industry in ex- 
cess of the amount allowed by un- 
secured bank lines of credit. 


How It Was Solved: The best way 
to explain how this problem was 
solved is to reprint the statement 
to the judges written by advertis- 
ing manager Gerald Waindel. Taken 
directly from Associates’ winning 
portfolio, here’s Gerald Waindel’s 
description of the problem's solution : 


“ 


. To some 5.500 officers of mid- 
dle western and eastern banks was 
sent a series of six sophisticated car- 
toons drawn by John Everds, whose 
work (when he works) appears in 
the Saturday Evening Post and the 
Sjofarts-Tidning, Goteborg, Sweden, 
if you can believe Everds. 


“The monthly series was built on 
the sandy premise that bank officers. 
even those on commercial loan com 
mittees, are human. The Loan Com 
mittee direct mail series appealed to 
bank officers to participate with As- 
sociates Investment Company in ar- 
ranging loans to business and indus- 
try in excess of the amount allowed 
by unsecured bank lines of credit. It 
is customary in some instances for 
several banks and finance companies 
to participate in a single loan for 
merger or buy-out. So much for 
economics, take off your clothes . . . 


“Although a couple of the Loan 
Committee almost un- 
intelligible to anyone outside Whar- 
ton Schooi, they drew requests for re- 


cartoons are 


prints ‘suitable for framing’ from 
hundreds of bankers from New 
York’s Chase Manhattan to Beaver 


Falls Mellon National. A regular 
deluge” of letters asking for reprints 
has prompted us to start the whole 
grisly business over again, and a 
new series of cartoons slanted to bank 
officials will begin in September. 


*In the rarified atmosphere of commercial 
loans, $50,000 to $1,000,000 and up, it 
doesn't take much to cause a deluge. 


We wish we had space to reproduce 
the “deluge” Similar to Modern 
Wedicine magazine's Peter Arno 
on doctors a few years ago (page 353, 
April, 1953, Reporter), they proved that 
Gerry's “human” premise was actually 


solid . . . not “sandy”. 


cartoons. 
series 
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Se e Scriptomatic Reduces Material and Labor Costs — Paper 
tear] ead address masters eliminate cost of metal plates or Es 

e stencils . . . are typed quickly and easily with 
ordinary typewriter . . . on continuous forms if 
ee . desired. Other forms, such as labels, can be pre- 
oe. e e pored at the same time. Scriptomatic masters save 
oe, filing space, too . . . require as little as 1/16 the 
space of regular stencils. 
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)FFICES N NEW HICAGO, ANGELES 


H. H. Hanson, Chairman of the Board . lane Taylor, President . J. H. Dunton, Vice President in Charge of Sales 


October 1955 
WHY BOND PAPERS 


WILL BE BETTER IN 1958 


Progress can fool you. It can creep up so that you hardly know it's 


happening. 


Take bond papers. They're much better than 10 years ago. 


That's because one or two mills produced a better paper, and the rest 
had to catch up or go under. Just like automobiles, frozen foods, re- 
frigerators, or almost anything else you'd care to mention. 


And that's the reason bonds will be better in 1958, too. Competition 
is the mother of improvement. 


But this is 1955, and the bond you buy is for 1955. From all we can 
gather, the Hamilton Bond of 1955 has vaulted into the lead in the 
bond-improvement race. It's the best there is, the No. 1 sulphite 
the rest of the industry must match. 


To be truthful, this is something of a surprise to us. Over the years, 
we've kept making improvements in Hamilton Bond. Apparently, we've hit 
the jackpot. At any rate, some time ago word began to filter back to 
us that printers in increasing number were standardizing on Hamilton 
Bond. That secretaries (who really put bonds to the acid test) were 
requesting it by name. 


Hamilton Bond is a real bond — genuinely watermarked, surface sized, 

prehumidified. It is delivered in a moisture-proof package. We don't 

have to "stretch," like Huck Finn, to say that it does superbly all 

the things a bond is supposed to do. It prints well. It lies flat 

P and feeds perfectly. It stands up like a soldier under hard use and 
long campaigning. Its strength and folding endurance are exceptional. 

It's hard to detect erasures on it. 


Some of these things you can test on this sheet. But the truest test 
is a sample run on Hamilton Bond...and it's a test you really should 
make. See your Hamilton Bond merchant or write direct, won't you. 


Sincerely, 
W. C. HAMILTON & SONS 


| Vice President in Charge of Sales 
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FUNCTION ONE: 


Creating more effective personal 


sales contacts. 


Air Conditioning: General Electric Company, 
5 Lawrence St., Bloomfield, N. J. 


Automotive: Lincoln Division, Ford Motor 
Company, 6200 West Warren, Detroit 32, 
Mich 


Building Materials: Minnesota & Ontario 
Paper Company (Insulate Div.), 500 Investors 
Building, Minneapolis 2, Minn. 


& Supplies: Burroughs 
Corporation, 6071 Second Ave., Detroit 32, 
Mich. 


Business Services: F. W. Dodge Corporation 
(Construction News Div.), 119 W. 40th St., 
New York 18, N. Y. 


Creative Services: American Mail Advertising, 
Inc., 610 Newbury St., Boston 15, Mass 


Earthmoving Equipment: LeTourneau-West- 
inghouse Company, Peoria, Ill 


Electrical Equipment: Burndy Engineering 
Company, Inc. Richards Ave. & Post Rd., 
Norwalk, Conn. 


Envelopes: Mail-Well Envelope Company, 
2136 S. E. 7th Ave., Portland 14, Ore. 


Form Equipment: Massy-Horris-ferguson, 
Inc., 1721 Packard Ave., Racine, Wis. 


Heating Equipment: Minneapolis-Honeywell 
Regulator Co., 2753 4th Ave. S., Minneapolis 
8, Minn. 

Hospital Equipment & Supplies: American 
Hospital Supply Corporation, 2020 Ridge 
Ave., Evanston, Ill. 


industrail Equipment: The Dayton Rubber 
Company, 2342 Riverview Ave., Dayton 7, O. 


Oil Field Services: Lane-Wells Company, 5610 
S. Soto St., Los Angeles 58, Calif. 


Paper Mills: Provinciol Poper Limited, 388 
University Ave., Toronto 2, Canada. 


Pharmaceuticals: Ciba Pharmaceutical Prod- 
ucts, Inc., 556 Morris Ave., Summit, N. J 


Printing & tLithegraphy: McCormick-Arm- 


strong Company, inc., 1501 E. Douglas Ave., 
Wichita 2, Kan. 
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Publishers: Steel magazine (Penton Publish 
ing Co.), Penton Building, Cleveland 13, 
Ohio. 


Rubber Products: New York Belting & Pack- 
ing Company, | Market St., Passaic, N. J. 


Television Broadcast Equipment: General 
Electric Company, Electronics Park, Syracuse, 
N.Y 


‘Transportation: The Mason-Dixon Lines, Inc., 
‘Eastmon Rd., Kingsport, Tenn. 


FUNCTION TWO: 
Bringing the prospect to you. 


Automotive: City Motors, Limited, 1824 St. 
Catherine St. W., Montreal, Canada. 


Financial Institutions—Banks: Commonwealth 
Savings & Loan Association, 5115 Lianker- 
shim Bivd., North Hollywood, Calif. 


Fi ial Instituti Loan Co.: Associates 
Investment Compony, Associates Building, 
South Bend, Ind. 


Plastics: Monsanto Chemical Co. (Plastics 
Div.), 100 Monsonto Ave., Springfield 2, 
Mass. 


Wearing Apparel: Lynne’s Distinctive Apparel, 
508 Main St., Peoria, Il. 


FUNCTION THREE: 


Delivering background, sales or 


public relations messages to cus 
tomers, prospects, employees or other 
special groups. 

Printing & Lithography: Wetzel Brothers, 
444 N. Broadway, Milwaukee 2, Wis. 


Electrical Equipment: D. W. Onan & Sons, 
inc., University Ave. S$. E., Minneapolis 14, 


Minn. 


Folding Boxes: National Folding Box Com 
pany, Inc., James & Alton Sts., New Hoven 
4, Conn. 


MAC THE MAILMAN SAYS 


They're a Snap to use _" 
20% Faster... 
100% More Efficient 


© Duplisnaps are carbon interleaved. No 
carbons required! 33 perforated, gummed 
labels to sheet. Each label (2.13/16 1") 
is large enough for a four line address. 

@ Saves hours of typing — 2, 3, 4, 5 of 6 
labels can be typed in one operation. 

@ Labels typewriter-spaced for quick typing. 

@ Labels perfectly aligned. Once you co- 
arrange the top edge of a set with the align- 
ing bar on typewriter no further adjusting 
needed. 

@ One quick snap’ removes carbons intact 
.. tedious and wasting hand sep- 
erating is needed. No carbon smudges on 


labels! 
@ Each sheet in a set is numbered in sequence 
on bottom ted... simplifies sorting into 


groups which allows successive mailings to 
be sent out in an orderly sequence. 


end don't forget 


DUPLISTICKERS and OUPLISTICKER MAIL 
AIDS are x 11" sheets of gummed per. 
forated labels. There are 33 labels to each 
sheet. Each label is 1” « 3-13/16". Avail 
able in six colors — white, blue, green, pink, 
canary and goldenrod. 

DUPLIQUIK labels — similar to duplistichers 
in size, purpose and versatility, except the 


paper stock is specifically designed for use 
with liquid of spirit type duplicators. DUPLI- 
QUIK gummed labels can aiso be used with 
typewriter or offset duplicating machine 
For complete details, see your favorite 
stationer, or write 


EUREKA SPECIALTY PRINTING CO. 
558 ELECTRIC ST, SCRANTON 9, PA. 
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Fund Raising: Monchan Brothers, 339 


Carondelet St., New Orleans 12, La. 


Oil Field Sales: National lead Company 
(Baroid Div.), 2404 Danville, Houston 1, Tex. 


Paper Mills: Provincial Paper, Limited, 388 
University Ave., Toronto 2, Canada. 


Transportation—Air Freight: Railway Express 
Agency (Air Express Div.), 219 E. 42nd St., 
New York 17, N. Y. 


July 19, 1920 


Transportation—Motor Freight: Associated 
Transport inc., 380 Madison Ave., New 
York 17, N. Y. 


Petroleum Products: Esso Standerd Oil 
Company, 15 W. 5lst St., New York 19, 


July 19, 1995 


Te're not going to do any celebrating or rales any whoople - but. . . 
Today sly 19, 1988 completes our first years in business! 
Television Sales (Grand Award Winner): 

Yeoulr Buactly 55 years ago, on July 19, 192°, ee incorporated and rented National Broadcasting Company, 30 Rocke- 
‘ * ebout 15 by 15 feet om the third fleor of the old Canton Daily Neus k 

ling Gow the Mellett Bullding Blevator service wes slow and oe vere feller Plaza, New York, N. Y. 
en enge aver ve often labed those marble steirs with «a few packages of 

“ wie ip opr ares, poffing « little when we reached the third floor - Trarsportation—Air: Trans-Canada Air Lines, 

on though #e were @ lot younger ia those days then we are sow. 1080 Dorcester St., Montreal, Canada 


mere used to call us is to get em order. They'd point to « pile of 
etetionery and say, “There it le.” Nowadays, ehen we're 55 years older, 
they ony, “There it but they add, considerately, hold the 
loor open for you." Age hae ite compensations. 


FUNCTION FOUR: 


Taking actual orders through the 
mail. 


Anyhow, & ‘ot of things have happened im the lest thirty-five years since vo 
tarted this business You're not tee auch ieterested in whet happened with 
; st we've been plugging away year after year - doing wore business year 
after year, ent oatiefying sore and gore customers. 


Fund Raising: National Wildlife Federation, 
232 Carroll St., N. W., Washington 12, D. C. 


Fe etill have the same attitude toward our customers that we had beck in ‘20. 
Fe try to give the beet service ee can to everybody - om small orders and big 
mee hope for little profit as we go along; but, honestly, the revard 
we've enjoyed moet all these years has been the good will and friendship of « 
lot of very fine people - our customers. 


Fi ial Institutions: National Credit Union 
Management Conference, 361 Talbott Build 
ing, Dayton 2, Ohio. 


Magazine Subscriptions: look magazine 
(Cowles Magazines, Inc.) 110 10th St., Des 
Moines 4, lowa 


Wholesale Jewelry: More & Company, 208 
Mahoning Building, Warren, Ohio. 


And we're etill young enough to enjoy your saying “I's coming in” or “Come on 
over and see 


Please accept our apologies for talking so auch about ourselves. Ge just 
thought oor 55th anniversary entitled us to this exception to our usual rule. 


Thanks « lot for your business 
end for your friendship , 


‘THE ROGERS-MTLLER COMPANT 


Aa 


FUNCTION FIVE: 


Securing action from the prospect 


by mail. 


Construction Machinery: Allis-Chalmers Manu- 
facturing Company, Box 512, Milwaukee 1, 
Wis. 


Film: E. |. du Pont de N s & Compony, 
Inc., 10th & Market Sts., Wilmington 98, Del. 


Pharmaceutical: Un ion Phamaceutical 
Company, iInc., 60 Orange St., Bloomfield, 
& 


Publishers: Grosset & Dunlop, Inc., 1107 
Broadway, New York 10, N. Y. 


ANNIVERSARY LETTER TELLS 
OF 35 YEARS IN DIRECT MAIL 


Since we were thinking and writing about direct mail history last month, 


Transportation: Pan American World Airways, 
135 E. 42nd St., New York 17, N. Y 


this form letter from Don Rogers, celebrating his 35th Anniversary in 


direct mail, struck us as exceptionally good. Don has been an almost 


Ventilators; Americon Air Filter Company, 


monthly promoter of his services by mail. His letters are usually good. inc., 215 Central Ave., Lovisville, Ky. 


As he says in this one . . . he seldom uses the personal pronoun, but 


FUNCTION SIX: 
Conducting research and market 


surveys. 


this is a logical exception. We liked the two pictures tipped onto the 
letterhead. The words “THEN AND NOW” were printed in red .. . 


likewise the second from last paragraph. 


Conservation Education: Nationo! Wildlife 
Federation, 232 Carroll St.. N. W., Wash- 


ington 12, D. C. 
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SEQUEL TO 
BLACK MAIL 


The strike by Local 65, C.LO. 
against Circulation Associates, Ine., 
226 West 56th St., New York, N. Y., 
collapsed on August 8th, 1955. Be- 
cause of unfavorable publicity (and 
getting-nowhere) the union officials 
withdrew their financial support 
and picket lines faded away. 

As an anti-climax, the National 
Labor Relations Board ruled unan- 
imously on August 17th that the un- 
ion claims were unfounded, and 
threw out Local 65's petition 
thus closing the case. 

Following on the heels of our June 
expose, “This is Black Mail” (an ac- 
count of secondary-boycott troubles 
at Circulation Associates), we learned 
that the Chamber of Commerce of the 
United States has been fighting the 
same thing at other spots around the 
country. Two important editorials 
have appeared in the weekly Wash- 
ington Report. Both have been re- 
printed and are available, free of 
charge, if you write to Harry J. 
Lambeth, Boyeott Specialist, at the 
Chamber headquarters 1615 H St., N. 
W., Washington 6, D. C. Ask for re- 
print How to Spot... How to Stop 

. Secondary Boycotts. 

We like the position taken by the 
Chamber. Most businessmen caught 
in the illegal trap of a secondary boy- 
cott (such as the union’s letter to 
customers of Circulation Associates ) 
are too prone to “hush it up’ 
keep it under cover. They are afraid 
to fight. The Chamber's editorials 
point out that the only solution is 
publicity. Even the irresponsible un- 
ion leaders know that the public 
won't stand for disgusting tactics. 


It’s fortunate that in the Circula- 
tion Associates case Ed Lustig had 
the will to fight. He used publicity 
too, to tell his customers the facts. He 
didn't shy away from publicity when 
we tried to get the story. 
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If you are interested in this problem 
of secondary boycotts and the potent- 
ial danger of direct mail being used 
to undermine confidence, get the 
Chamber of Commerce material. 

People have asked us what happen- 
ed to the assault case against Ed 
Lustig’s 77-year-old mother scheduled 
for trial June 8. The judge took one 
look at the defendant and threw the 
case out of court with legal advice to 
the complaintant’s attorney, meaning 
“How silly can you get?” 

On the same subject... we liked 
an editorial which appeared in Leo 
Bott, Jr.’s August newsletter, Ad-Lib. 
Glad to see Leo is stirred up, too, 
over the use of direct advertising 
for secondary boycotts. Insert his 
following report in the record: 
| was shocked to find State Street in 
Chicago strewn with hand-out folders 
people had dropped on the sidewalk, It 
was a two-color expensive folder headed: 
“DON'T BUY GODCHAUX COLONIAT 
RED BALL SUGAR” (mentioning three 


brands). I don't fathom the strategy of 
the Union, now on strike at the plants 
in Louisiana. Many women learned about 
Godchaux Sugar for the first time and 
several (to my knowledge) said they in 
tended to buy some. The extra sales the 
circular made probably offset the boycott 
on the part of wives of Union men. This 
certainly didn’t tend toward good public 
relations for the Union cause. Said Lin 
coln: “Public sentiment is everything 
With public sentiment, nothing can fail 
without it, nothing can succeed.” . . . But 
let's assume the circulars were most suc 
cessful and every housewife in Chicago 
and other cities stopped buying Godchaus 
Sugar. There would be fewer jobs, if any 
for the workers, who, in the long run 
would be the ones to suffer. 

What a contrast to the vision, good will 
and eventual prosperity resulting from the 
foresight of the Boot and Shoe Workers 
Union. It has volunteered $100,000 for 
ad promotions aimed to increase the per 


capita consumption of shoes. Smart! 


MAC THE MAILMAN SAYS 


OUPLISNAPS 


They're a Snap to use — 


20% Faster... 
100% More Efficient 


© Duplisnaps are carbon interleaved. No 


carbons required! 33 perforated, gummed 
labels to a sheet. Each label (2-13/16" x 1") 
is large enough for a four line address. 
Saves hours of typing — 2, 3, 4, 5 of 6 
labels can be typed in one operation. 
Labels typewriter-spaced for quick typing. 
Labels perfectly aligned. Once you co- 
arrange the top edge of a set with the slign- 
ing bar on typewriter no further adjusting 
needed 
One quick ‘snap’ removes carbons intact 
no tedious and time wasting hand sep- 
erating is needed. No carbon smudges on 
labels! 
Each sheet in a set is numbered in sequence 
on bottom tab simplifies sorting into 
groups which allows successive mailings to 
be sent out in an orderly sequence. 


and don't forget 


DUPLISTICKER MAIL AIDS are #," 
sheets of gummed perforated 
labels. There are 33 labels to each 
sheet. Each label is « 313/16" 
Available in six colors—white, blue 
green, pink, canary and goldenrod 


Now! Save time with 
the SPEED-O-MOIST LABELER 


The modern, speedy way to moisten 
labels. Office employees will love 
using this amazing time-saver. 


For complete details on Dulisnaps, 
Duplisticher Mail Aids and the 
Speed-O-Moist Labeler, write to 


PARAMOUNT 


DUPLICATOR PRODUCTS 


15 Whitehall Street 
New York 4, N. Y. 


e 
with 
| 
| 
| 
| 
| 
‘ 
* 
7 


by S. Arthur (Red) Dembner, 
Circulation Promotion Mar., 


Newsweek magazine 


What has the Department of Agri 
culture to do with Direct Mail? 

Plenty! About 8,500,000 question- 
naires are sent out annually to farm 
and livestock reporters. 

What can the DMAA do for the 
Department of Agriculture? Get 
more replies. 

What did the DMAA do for the 
Crop Reporting Service? Helped in- 
crease replies to one questionnaire 
by as much as 40% 

When the Crop Reporting Board 
asked the DMAA for help, none of 
the committee members realized the 
scope of the Board's activities. Nor 
did we know what our contribution 
would be. 

We soon found out. As Secretary 
of Agriculture Benson has said, 
“Crop forecasts by the Crop Re- 
porting Board help five million farm 
operators in the planning and mark- 
eting of their crops. These estimates 
also... (aid) railroads, the 
trucking industry, mills, elevators, 
gins, warehouses and millions of 
consumers. Crop reporting, in brief, 
is a vital cog in the nation’s econ- 
omy.” 

DMAA Advisory Committee's Vic- 
tor Bumagin, director of manage- 
ment, Research Institute of America: 
Maxwell Ule, vice-president Re. 
search, Kenyon & Eckhardt Ine.; 
Philip Ross, director of research, 
American Market Surveys; Wesley 
Simon, manager of direct mail, Cur- 
tis Circulation Company; Mitchell 
Gresser, promotion director, Journal 
of Accountancy; Lloyd Wood, busi- 
ness manager, National Wildlife Fed. 
eration and | met with U. S. De. 
partment of Agriculture's Sterling 
Newell, director of Agricultural Es 
timates Division; Franklin Thack- 


CASE HISTORY OF A 
SUCCESSFUL PROJECT 


U. S. A. Department of Agriculture Increases Returns From Questionnaires 
By Adopting Several Direct Mail Techniques. Read Reporter's Note First. 


rey, director of Marketing Informa- 
tion Division: Jack Flowers, Infor- 
mation Specialist. 

We were told that the 8,500,000 
questionnaires came in 1,400 varie- 
ties. To add to the complexity, the 
replies are “good” only if they can 
get back in time to be tabulated. The 
schedule is mailed from the state 
office a few days before the end of 
the month. Reporters are urged to 
send replies in by the first of the 
following month. Each state office 
tabulates its own returns and for- 
wards them to Washington, D. C. 
within a few days. On the 10th of 
the month the complete report is is- 
sued. 

Among the more important re- 
ports are acreage, crops and prices. 
The latter determines the level of 
parity prices, which enters into many 
laws and programs. 

Questionnaires are sent out to a se- 
lect group of 600,000 farm and live- 
stock crop reporters. Voluntarily, 


these experienced farmers return 
their reports to 41 field offices which 
represent the 48 states. 

Reports are processed, evaluated 


and the state results are relayed 
to the U. S. Department of Agricul- 
ture. The secrecy under which the 


reports are analyzed and the predic- 
tions made has to be seen to be be- 
lieved. On the release date, fixed by 
law, strictest security measures are 
taken. One city block long corridor 
containing offices is literally “lo« ked 
up” and placed under guard. When 
Chairman of the Crop Reporting 


Board “Bert” Newell arrives with the 


district reports, all doors are locked, 
windows barred and no one can 
leave until the report is released. 
Lunches, ordered and paid for the 
previous day, are delivered at noon. 

Shortly before 3:00 P.M.. when 
the predictions are ready, Secretary 
Benson or his assistant signs the 
report and Mr. Newell 
to the guard that he is ready to come 


announces 


THE REPORTER OF DIRECT MAIL ADVERTISING 


S. Arthur (Red) Dembner . 


Reporter's Note: Several years ago officials 
of the Department of Agriculture approach- 
ed the DMAA and asked for advice or 
criticism on their extremely complicated crop 
and price reporting questionnaires. The then 
DMAA president, Lawrence Chait, thought it 
@ worthy public service project and induced 
S. Arthur (Red) Dembner, circul promo- 
tion manager of Newsweek magazine, 
Broadway & 42nd Street, New York, N. Y., 
to head a liaison or advisory committee. This 
reporter was privileged to sit in on a number 
of the meetings where strategy and new 
forms were discussed .. . but wos asked 
to keep all facts and figures confidential 
until satisfactory and convincing tests could 
be conducted. The Department hos finally 
agreed to let the facts be known. So we 
asked chairman Red Dembner to tell you 
the inside story. 
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out. He also announces the number 
of people who will come out with 
him. Only that number are per- 
mitted to leave the “lockup” cor- 
ridor. Crossing the hall, carrying 
copies of the reports, Newell and 
his associates look straight ahead 
and do not acknowledge any greet- 
ings or make any that 
could be construed as a signal to 
When they enter the 
release room, they find reporters 
from the major news services and 
other interested toeing a 
white line painted on the floor. The 
reporters stay behind the white line 
which is six feet in front of telephone 
booths. Mr. Newell places one copy 
of the report face down beside each 
telephone and, when the second hand 


motions 


passers-by. 


of the clock on the wall reaches 
three exactly, there’s a shout: “Go”. 
the reporters make a 6-foot dash, 


snatch up their reports and send the 
news over the wires. 

The need for such precautionary 
measures is apparent; advance in- 
formation would be equivalent to 
reading tomorrow's stock market re- 
port, today. 

To help improve the accuracy of 
these final reports, we were asked to 
use our direct mail experience to get 
more replies and emphasize regular, 
accurate and speedy reporting. The 
Crop Estimating and Reporting 
Service wanted to hold old reporters 
and attract new ones. 

We asked for and 
ples of several questionnaires. The 
first one that we examined was the 
General Schedule. Immediately, we 
saw that changes necessary. 
Would Chairman Newell go along 
with changes in a questionnaire that 
had not had a format change in 
years? How would the Crop Re- 
porting Service, which started in the 
Patent Office in 1839 before there 
was a Department of Agriculture, 
react to suggestions by the Direct 


received sam- 


were 


Mail Advisory Committee? Would 
the crop reporters answer a new 
form? 


Our position was that better legi- 
bility, increased clarity of the ques- 
tions, simpler instructions and clean 
er appearances could only improve 


returns. We worked up a compre- 
hensive layout, wrote several short 
letters which stressed the impor- 


tance of these questionnaires to the 
reporter and pointed out the need 
for speed and regularity. Then, we 
were ready to submit these to the 
Crop Reporting Board. | flew down 


OCTOBER, 1955 


to Washington and went into a hud 
dle with “Bert” Newell and his as- 
sociates, They not only accepted our 
suggestions but added several of 
their own. They decided to test the 
new questionnaire against the old in 
three states—lIllinois, Maryland and 
Alabama. 

Franklin Thackrey, director of 
marketing information and his able 
assistant, Jack Flowers, informed me 
that the new schedule was “a shot in 
the arm.” Results were so good that 
they were afraid to release them for 
publication. Newell wanted to de- 
termine that this was not just a tem- 
porary upsurge. Tests were continued 
for several months and now the fig- 
ures ca be released. They speak for 
themselves. 

The Crop Reporting Board has ex- 
pressed its appreciation in the best 


way possible. They have asked us to 
work on other questionnaires, Can 
we write additional promotion let- 
ters? Will we look at the Agricultural 
Situation, a monthly 


is sent out to all reporters? 


They also refer us to an article in 
Digest 
return 


the August, 
which 


sper ialists 


naire have 
much as 


sponse,” 


There is drama behind the crop 
forecasts and the Advisory Commit- 
tee on Direct Mail is happy to play 
a small part in it. 


states, “The 
on 600,000 questionnaires in recent 
years has been about 30%; but late- 
ly, at the Board's request, mail order 
improved the 
sponse by tricks of their trade, Test 
runs with a new type of question. 
returns by as 


have 


increased 


over 


Reader's 


average 


previous 


OLD (green strip) 


Month Mailed Tabulated 
ILLINOIS: 

April 1268 630 
May 1266 574 
June 1266 631 
July 1277 512 
ALABAMA: 

April 881 232 
May 1000 195 
June 1000 204 
July 1000 237 


MARYLAND & DELAWARE: 


April 267 84 
May 247 99 
June 246 82 
July 246 60 


of the old schedules returned. 


form was made. 
crop questionnaire will be used in 


Mailed Tabulated 
1268 766 
1265 704 
1264 740 
1278 649 

881 342 
1000 284 
1000 293 
1000 303 

278 109 

263 

262 106 

264 73 


Beginning January 


HOW THE DIRECT MAIL ADVISORY COMMITTEE’S 
ADVICE HELPED INCREASE AGRICULTURAL 
QUESTIONNAIRE RETURN 
Latest on split-test of general schedule: 


NEW QUESTIONNAIRE 


% increase of 
new over old 


22 
23 
18 
26.5 


833s 


Beginning August 1955, just the new questionnaire was mailed in 
Alabama. Results: 2000 mailed; 683 tabulated, which gives 34 per 
cent returned. This compares with around 21 or 22 per cent (average) 


And in a recent Agricultural Estimates Staff Newsletter, announcement 
of the change from the old monthly Green Strip Schedule to the neu 


1, 1956, the new type general 
> of the 41 field offices. The re- 


maining 16 offices are expected to be changed over later. 


booklet which 
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NEW JERSEY 


Says Bill Doppler, Author of 
DMAA MANUAL 
ON LIST TESTING 


The ideal place for 
testing a national mailing 
“Nowhere in the nation can you find a better 
laboratory, a better testing ground. 

Look at population and market indices; New 
Jersey has counties os industrial as Detroit, 
towns as rural os Eagle Grove, lowa. Some 
ore os fich as New York, a few as poor as 
Arkansas. Some as white as Vermont, some like 
Mississippi. Sussex has more cows than people, 
Salem more truck farms than Imperial Valley. 
NW. J. is the nation’s average. 

if @ campaign produces in New Jersey, it will 
produce in the entire nation. For example: The 
national Tuberculosis mail sale has consistently, 
over 25 years, been the average of the nation, 
to decimal point.” 

Our list research division con give you for tests 
any combination of economic and population 
factors 


2,000,000 OCCUPANTS 

on plates, keyed and coded for selection. Com- 

plete facilities for speed addressing—packaging 
PREMIUM FULFILLMENT 

40,000 sq. ft. of working space. 350 trained 

workers, capacity 500,000 pieces of mail per 


day. 

Visit our plant; when you see our facilities— 
you will become our customer. 

USE NEW JERSEY FOR TESTS 


WRITE OR PHONE 
FOR DETAILS 


370 Plane Street 
Nework 2 
Phone: Mitchell 2-0644 


NEW JERSEY 


SOMETHING TO 
THINK ABOUT 


Has the day arrived when it is 
necessary to stamp all first class bus- 
iness mail with the words “First 
Class Mail”? We think it is absolute- 
ly necessary on large envelopes, the 
so-called “flats”. 


Recently, a firm in Washington, 
D.C ., mailed some valuable art work 
and instructions to The Reporter in 
a 9” x 12” manila envelope. Proper 
amount of first class postage was at- 
tached. It took exactly eleven days to 
reach Garden City from Washington 

. obviously considered third class 
by postal clerks. That is bad. 


Walter Kraus of The Walter 5S. 
Kraus Co., 48-01 42nd St., Long Is- 
land City 4, N. Y., calls our attention 
to the growing use of some “First 
Class Mail” markings on the enve- 
lopes of important business organiza- 
tions. He has been making a study 
of it and sent us 22 exhibits but 
claims he has hundreds more. In- 
cluded among the envelopes sent us 
were firms such as: United Business 
Service, Boston; Guaranty Trust 
Company of New York; Bankers 
Trust Co., New York; The Kiplinger 
Letters, Washington; Merrill Lynch, 
Pierce, Fenner & Beane, New York; 
Addressograph-Multigraph Cor p., 
Cleveland; Aluminum Company of 
America, Pittsburgh; Allied Chemi- 
cal & Dye Corp., New York; Jackson 
& Perkins Co., Newark, N. Y. 


In all cases, the wording “First 
Class Mail” is either printed in prom- 
inent letters above the address or be- 
low the postage meter imprint. In 
some cases, these firms are using a 
postage meter slug in the usual ad- 
vertising position but with a bold 
“First Class Mail.” 


Walter has been trying to find out 
why this trend has come about. Sev- 
eral company executives informed 
him they have had to issue thousands 
of duplicate checks because the re- 
cipients thought by looking at the 
envelope without opening it that it 
contained magazine — subscription 
blanks done in check style. 


Walter also thinks of the 
blame can be put on postal clerks who 
do not examine metered mail indicias 
and who consider much of this mail 
as third class . . . thereby slowing 
up delivery. 


some 


Walter thinks it is a serious prob- 
lem and we agree. Maybe it is a prob- 


lem for Harry Porter and Buddy 
Mayo’s joint DMAA-National Assn. 
of Postmasters Committee. Or may- 
be it is an educational problem for 
the postage meter people and the en- 
velope manufacturers. If so many big 
companies are finding it necessary 
to identify their first class mail in big 
letters, then perhaps we all will have 
to do it. 


If anyone else has opinions on the 
subject, we will pass them along in 


The Reporter. 


HOW MUCH DO 
NIXIES COST? 


Many companies accept nixies at 
their face value. Nothing. They re- 
move the dead name from the mail- 
ing list and forget about it. 


But several folks in the direct mail 
fraternity have been worrying about 
the cost of nixies, or whether the 
nixies are really nixies. Almost any- 
body in business ought to be able to 
figure up the average worth of an 
established customer. If that person 
suddenly becomes a nixie, then you 
have suddenly lost whatever figure 
in dollars and cents you have esti- 
mated as the average value. 


The Post Office has not been too 
careful on Form 3547 because we 
know people who have remailed a 
nixie list by first class mail and at 
least 50% were delivered. One mail 
order operator recovered $300 worth 
of business on only 200 nixies. 


So, we like the form letter now be- 
ing used by Kozak (auto dry wash), 
5 Lyon St., Batavia, N. Y.: 


Dear Postmaster: 

Can you get for me the present address of 
(Name and current address of nixie filled 
in here.) 

6 weeks ago | mailed him a letter in an 
envelope just like this one and got a re- 
port “Moved, left no address.” 

Then | mailed him again a month ago by 
First Class Mail. This letter was either 
forwarded or lost, and | would like to find 
out where it is, or where it was for- 
warded to. 

Please return this letter with a notation 
of what you find as it is identified by the 
stencil above, and it will help me a lot 
improve the service—and will be very 
much appreciated. 


Cordially yours 

Kozak (Est. 1926) 

(Signed) 

M. M. Wilcox, General Manager 
Seems like a good idea which could 


be adopted by many others in the 
mail order field. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


for ele 
| 
| 
j 
| 
| 62 


when it’s an 


= 


= 


Atlantic Paper 


The profit you take out of your business depends upon the paper you put into your 
business. That’s why more and more users of paper are coming to depend on Atlantic Papers 


for their biggest “profit” jobs they've found that Atlantic is unsurpassed in runability. 


Atlantic’s greater, measurable bulk means smoother running...less make-ready 
time. What's more, Atlantic is moisture-controlled to assure dimensional stability 
for accurate register on every run. Above all, every Atlantic sheet has the uniformity required 


for color, cleanliness and affinity for ink. No wonder Atlantic is called “The Printers’ Paper”! 


There is an Atlantic Paper exactly suited to your printing requirements...one that 
may lead you to bigger profits. Why not contact your Atlantic merchant 


today and find out for yourself! 


ATLANTIC BOND 
EASTERN ATLANTIC OFFSET 
| Atlantic Papers 


MANIFEST BOND 
Products of Eastern Corporation + Mills in Bangor and Lincoin, Maine 
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——=—anybody if 

Meehan-Tooker 

has ever failed to 

deliver as promised. 

And it is surprising how 

few orders we ever turn 

down due to rigid deliv- 

ery requirements. Our reputation 
for efficient production has been 
earned by our almost unfailing 
ability to say “We can do it.” 


PROMISE PERFORMANCE 


Our unbroken record of “prom- 
ise performance” is the envy of 
the trade. That dependability 
makes your job thot much 
easier, with one less care to 
worry you. 


Ask Anybody about 


a color lithography by 


Meehan-T ooker Co., inc. 


160 VARICK STREET, NEW YORK 13 ¢ AL 5-3260 
© foiders @ Direct Mail @ Booklets @ Displays 


you sell by mad 
here’s a tip from the 
experts to profit by... 


Many of the country's most success- 
ful mailers (large and small) ask us for our 
list recommendations before making up 
their test schedules. They know from expe- 
rience that we can help them obtain the 
most responsive lists for their direct mail 
offers 


This same service is yours FREE for 
the asking. Simply return the coupon below 
and we will send you complete details about 
the lists which we believe will bring you the 
best results 


CHARTER 
Nationa! Council of 
Mailing List Brokers 


PHONE 
ORegon 7.4747 


witts MADDERN, inc. 


215 Feurth Avenwe, New York 3, N.Y 
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“Reed-able Copy” 
AMathly Clinic, by Reel 


rAVHERE must be something about 
I writing business reports, news- 
letters aimed at top executives, re- 
from business associations, 
business trend surveys, financial 
bulletins and other types of “busi- 
ness writing’, that makes a writer 
forget his stuff will be read by a 
human being. Or maybe the top 
brass substitutes obscure terms for 
simple, straightforward Anglo Saxon 
sentences and 


leases 


words, pompous 
phrases for simple syntax, and 
couches it in circumlocutory para- 
graphs he feels are more impressive 
than simple English. 

I don’t know quite what to call 
it. Perhaps “policy-level” writing 
describes it. Or “brass hat ver- 
biage.” Robert Gunning, in his 
book The Tec hnique of Clear Writ- 
ing calls it “foggy” writing. Hillary 
Bailey uses the indelicate expression: 
“Reports, directives and bulletins 
written by conceited braggarts belch- 
ing gas.” 

Better to illustrate what I’m talk- 
ing about, let's take a recent release 
from a regional office of the National 
of Manufacturers. The 
release includes a_ chart titled: 
“Present Upturn in New Orders 
Foreshadows Greater Manufacturing 
Activity.” And here's the first para- 
graph: 


“Heavy volume of new orders is currently 


Association 


the most important factor determining the 
rate of manufacturing activity. In recent 
years there have been significant differ- 
ences in timing between current sales and 


receipt of new orders.” 


Whatever that means. | suppose it 
means that people are buying more 
and manufacturers are getting new 
orders, and because they're getting 
more new orders they have to pro- 
duce more. And that second sen- 
tence, | suppose, means—well, I just 
don't know what it does mean. The 
report goes on: 


“In the first 7 months of 1952 new orders 
booked by 
selling rates, building up a backlog of 


manufacturers exceeded their 


orders.” 


I think I know what this means. 
It probably means “New orders 
came in so fast during the 7 months 
of 1952 that the orders were coming 
faster than they were being sold.” 
Or does it mean that new orders 
taken by manufacturers were more 
in volume than their salesmen were 
selling each day? I’m not so sure | 
know what that means either. The 
report goes on: 


“During the latter part of 1952 and early 
1953, while sales and new orders kept in 
creasing, sales kept pace with new orders, 
and manufacturers were not accumulating 


any additional backlog of orders.” 


Very confusing. In one breath it 
says, “Sales and new orders kept 
increasing”, but goes on to say, 
“manufacturers were not accumula- 
ting any additional backlog or or- 
ders.” What do they mean “Sales 
kept pace with new orders?” And 
here’s a gem—the clincher—the last 
paragraph of the report: 


“Since the last quarter of 1954 sales and 
new orders have been generally moving 
upward. It is especially encouraging that 
new order volume now exceeds current 


sales 


future activity.” 


volume, providing a stimulus to 


I think I'm average. I understand 
English. I can read. But I'll be 
darned if I can figure out what this, 
and many similar reports, are try- 
ing to say. Can you? 


We're beginning to understand 
why the unions have made such 
strides. They tell their people, 
“We're striking to get you 5c more 
per hour.” If confronted with the 
same job of communicating an idea, 
the real “pro” in the writing of 


ask 
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“brass hat verbiage” would probably 
do it this way: 


“It is our intent to institute preliminary 
negotiations to obtain for you an increase 
in your stipend equal to one twentieth 
part of a dollar per hour, and you may 
be asked to support our judgment by a 
temporary desistance of manual effort in 


the interests of your employer.” 


In case you missed this gem writ- 
ten by Eric Hoffer in the December, 
1954 issue of Harper's Magazine, 
just try to figure out what Mr. Hof.- 
fer is trying to say: 


Credo for Advertising Men? 


Ii it be true that the vigor of a society 
is proportionate to its capacity for en- 
thusiasm, then the habit of insatiable de- 
sire can be as much a factor in maintain- 
ing social vigor as the dedication to ideals 


and holy causes. 


A nation is “tired” when it ceases to want 
things fervently. It makes no difference 
whether this blunting of desire is due to 
satiety, reasonableness, or disillusion. To 
a tired nation the future seems barren, 
offering nothing which would surpass that 
which is and has been. The main effect 
of a real revolution is perhaps that it 
sweeps away those who do not know hou 
to wish, and brings to the front men with 
insatiable appetites for action, power, and 
all that the world has to offer. 


That’s really saying it the hard 


way! 


Do Your Letters "“Goozle?" 


Fred Gymer says that “When Os- 
cars are awarded for the worst letter 
of all times this one (see below) 
will win. The writer is a fine con- 
versationalist but he was afflicted 
with ‘goozling’ when he dictated. A 
goozler is one who never uses a 
short word if he knows a whopper 
of the same meaning.” 


Here's the opening paragraph of 
the “goozled” letter: 


“This communication is directed to your 
attention with much pleasure and is o« 
casioned by virtue of the fact we are in 
receipt of an advice from the magazine 

exposing us to the desires of 
the above referenced individual in receit 
ing literature pertinent to the 


line of machines.” 


According to Fred (1 don’t know 
how he ever translated it) what this 
paragraph really means is: “This 
prospect answered our advertisement 
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The NEWEST and BEST 


in all 


ADVERTISING MATERIALS and SERVICES 


will be found at the 


Fourth 


ADVERTISING ESSENTIALS 
SHOW 


Grand Ballroom and Adjacent Ballrooms atop the 
HOTEL BILTMORE @ NEW YORK CITY 


NOVEMBER 14th, 15th and 16th 


if you BUY... or if you SUPPLY 
PRINTING © PAPER ® BINDING ® TYPE 
MAILING LISTS © ENVELOPES ® LITHOGRAPHY 

VISUAL AIDS ® ART SERVICES ® DISPLAYS 

OFFICE EQUIPMENT ® SPECIALTIES 

OVER 11,200 ATTENDED LAST SHOW! 
Write... Now. . . for Tickets . . . or full 

information about Exhibit Space . . . to 


ADVERTISING TRADES INSTITUTE, INC. 


THOMAS B. NOBLE, Chairman 
270 PARK AVENUE, NEW YORK, N. Y. MURRAY HILL 8-0091 


1956 Edition of NOBLE’S LIST of Major Buyer in the New York area now available 


HE CALLED ‘EM “RUBE DONNELLEY'S BIRD DOGS” 


You need not be a “Mighty Nimrod” to know what bird dogs do for hunters 
Nor do you have to be a “Connecticut Yankee" to know why men and women 
who locate worthwhile prospects for others to close sales are called “bird dogs.” 

But so far as we know, it was the old Missouri Mail Order Sage, the Gotham 
Mailing List Wizard, who first saw that “paid closers” for one sales organization 
could be “involuntary bird dogs” for hundreds of businesses, large and small 

He called ‘em “Rube Donnelley's Bird Dogs,” for those who BUY listings in bold 
face display type in the regular (white) pages of telephone directories automatically 
provide logical PROSPECTS for what you have to increase sales and improve serv- 
ices. 

A BOLD FACE LISTING in the alphabetized white page avoids duplication 
since it appears only once, but in the yellow pages the same firm name may be 
duplicated several times. Our latest “List & Listings” tells how you can capitalize 
on this great promotion opportunity nationally. Send for it now 


WALTER DREY, Inc. 
BROKERAGE © COMPILATIONS © RESEARCH 


257 Fourth Ave., New York 10, N. Y. @ 330 No. Michigan Ave., Chi. 1, Ill. 
Telephone: ORegon 4-706! Telephone: Financial 6-4180 


L.H.B.M.A. FUND RAISERS... 
@ For the sales-advertising director whe e 

ant put-of-the-ordinary direct mei : 
ce The f-the- Month” is My counseling service will help you 
@ unusuel, effective, economical, exciusive— @ increase the returns from your direct mail 
@ but not for “stuffed shirt’ organizations 
GYMER—2125 E. 9th St., Cleveland 15. 
let me tell you how and cite o few 

case histories to prove that 


EDWARD WwW. OSANN “Wwe heads are better than 


Writer of Advertising Literature 

ond Sales Letters Since 1910 WILLIAM M, PROFT 
175-35 88th Ave., Jamaica 32, N. Y. ASSOCIATES 
Member: Direct Mail Advertising 27 WASHINGTON PLACE fAST ORANGE, 


May | help you? 
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FOR LIST SHOPPERS 
WHO MUST FIND 
DOLLAR PRODUCING 
MAILING LISTS 


° 85,000 Agents, Real Estate 
© 168,000 Bonk 
© 105,000 Builders & General Contractors 
© 500,000 Chamber of C ce 
Members 
250,000 Club Women 
250,000 Corporation Executives 
94,000 Factory & Plant Managers 
4,000,000 Factory Workers, Men 
350,000 Members of Fraternal 
and Social Orders 


400,000 Nurses 

375,000 Rural Business Men 

24,000 Utilities’ Executives 

150,000 Wholesalers 

250,000 Business & Professional Women 


Executives 


Eli Kogos 
INDUSTRIAL LIST BUREAU 


Webster, Mass. 


Let us create the sales idea, 
copy, and art, handle printing 
and production ...to produce 
higher returns per dollar. 


Ahrend Associates 
254 West 54th St., New York 19, 


phone JUdson 6-2547 


—we sent him literature—now you 
visit him and try to get the order.” 


Fable of the Letters That 
Were Too Good. 


Once there was a fellow who 
wouldn't pay his bill, so a credit 
manager sent him a series of good, 
hot, interesting letters in an attempt 
to collect the money owed. The let- 
ters were so good that the credit 
manager couldn't figure out why he 
hadn't received the debtor's check. 
So the credit manager made a per- 
sonal call on the fellow. He found 
out that the debtor had saved each 
of the letters and hoped to have the 
whole series to use in his own credit 
department. He hadn't paid his bill 
because he was afraid the series 
would stop before he got the com- 
plete set. 

So. vou see, there is such a thing 
as writing too good a letter. 


Little Letters That Sell 


In a competitive situation where 
quality, delivery, and every- 
thing else is equal (and there are 
many such situations), who has the 
best chance to get the business? | 
think it’s safe to say it’s the com- 
pany and salesman who have sold 
themselves. 

It's never been done, to my know- 
ledge, but | often wonder why a 
company doesn't hire a goodwill 
letter writer to do nothing else but. 
He would sean all the trade publi- 
cations, the daily newspapers, sub- 
scribe to news services, keep a flow 
of informative material coming to 
his desk every day. He'd read 
through this mass of material on a 
still hunt for anything mentioning 
the name of a customer or prospect. 
And as he ran across such items he 
would write the customer or pros- 
pect a letter and tell him about it. 

Maybe a customer or prospect has 
a new baby at his house. A letter 
from the company on such an event 
would be appreciated and remem- 
bered. Perhaps a company or some 
member of the staff has won an 
award, A simple letter of congratu- 
lations would be remembered long 
after the price, quality, delivery and 
service angle of the competitor's 
sales talk was forgotten. 

Such letters going out day after 
day over the president's signature 
would make the job of the salesman 
field much easier. A few 


price, 


CUT YOUR 
MAILING 
COSTS! 


WITH THE 
MODEL 


SAXMAYER 


is especially adapt 


This portable table 
Model No. 6 
ed to tie letter mail also de 
signed for general purpose tying 
of bundles in any sequence up to 
6” high without adjustments. Ad- 
justable legs and casters avail- 
able at a small additional cost. 


All SAXMAYER 
for SAFETY automatic releases 
where needed; SIMPLICITY all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


tyers are noted 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 
ture, 


DEPT. A 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


get sales-cimed ideas layout 
Copy. finished art for direct mail BY 
MAIL trom a DMAA Best of Industry 
Bob Rainey is on the 


agency with 


Award winner 


job full time. a rec 


national recognitior Write for proo 


that it pays to work with “the adver 


AD SCRIBE, 


tiser's handy ™ 


Post Othice Box 254! No 


rth Canton 


“HOW TO THINK ABOUT INDUSTRIAL 
DIRECT MAIL” . . . a fact-filled booklet 
from the Henry Hoke library, will give 
you a 6 phase guiding start toward 
planning a successful industrial program. 
Only $3.00. Order from The Reporter, 
Garden City, N. Y. 
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Over 1,000 
Shop Owners 


Know 


that, as an aid in the 
creation and production 
of direct mail, MASA 
International is 
invaluable. 

Join these, 1,000 
progressive commercial 
duplicators in promoting 
your industry. 

A letter now will 

bring you a full 
description of 
membership services. . 


Write: 


MAIL ADVERTISING 
SERVICE ASSOCIATION 


18120 James Couzens Highway 
Detroit 35. Michigan 


Makes 2 to 6 ad 
dresses with 
ONE typing. 
Ready to use 
with your pres- 
ent typewriter 


and typist. No machines, stencils, at- 


tachments of expensive op- 
erators needed. 


Whether you mail 1,000 or 1,000,000, twice or 
12 times @ year, CARBO-SNAP gives you the 
most for your money. 


Addressing is a SNAP 
with CARBO-SNAP ! 


Ask for free samples and the complete story. 


Get started TODAY! 


minutes time, a sheet of stationery, 
and a postage stamp can go a long 
way toward increasing sales without 
ever mentioning the product or 
service offered. 

You don't believe it? Try it. 

Buyers interview a lot of sales- 
men in the course of a month. The 
salesman who makes a_ standard 
practice of acknowledging every in- 
terview with a short, to-the-point, 
friendly letter, makes more of an 
impression on a buyer than the 
salesman who makes a call and for- 
gets the prospect until the call-back 
date. 


Here's a letter used by a salesman 
I know which has helped him build 
an ever-increasing sales record. Af.- 
ter he calls on a new prospect he 
sends him the following letter (or a 
variation of it). Sometimes written 
in longhand, sometimes dictated and 
typed: 


Dear Sir: 

When I lejt your office this morning after 
the wonderful reception you gave me, | 
had a very comfortable Seeling deep down 
inside. You gave me a chance to tell my 
sales story. You were very attentive, and 
1 enjoyed my visit even though I didn't 
get an order. 


It perks a salesman up to meet a buyer 
like you. Although we didn’t do any busi- 
ness, I'll be in touch with you soon again. 
If, as, and when we finally get together, 
1 know you'll be just as loyal to me and 
my company as you are to your present 
source of supply. 

Thanks for your time. 


Cordially yours, 


Another salesman I know never 
makes a “cold” call. He maps out 
his week’s calls in advance. Then 
he dictates a very short letter to each 
prospect. Here's a sample of the 
letter: 

Dear Sir: 

I plan to come in to see you on Thurs 
day morning, and I hope you'll be able 
to spare a jew minutes to hear what I've 
gol to say. 

Vy aim is to make this interview profit 
able to you. 


Cordially yours, 


Then he makes the calls on sche 
dule. When the information girl 
says, “Whom do you wish to see?” 
the salesman says, “Mr. Jones. He 
expects me.” 


The result 
calls made. 


more interviews per 
A saving of the sales- 
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ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 


Machine industry. 


Consult your yellow telephone 


book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge, 39, 


Mass. 


one of your headaches? 


Then you'll want to get the facts on our kind 
of Sales Letter—with the built-in reply card. 


You'll be joining a mighty impressive list of 
blue chips, too, who've learned thot the 
built-in reply card boosts responses, 
lowers selling costs! 


One-stop service for creative printing 

and mailing saves your time—keeps you busy 
planning instead of just picking up loose ends. 
Why not send now for more information and 
samples of recent successful promotions? 


SALES LETTERS 


148 W. 23rd &., Mew York 11 
Telephone WAtkine 09-6028 « 
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man’s valuable selling time. 

There are many variations of the 
salesmen's letters. After each inter- 
view with a buyer one salesman 
sends this short note: 

Dear Sir 

Thanks jor taking the time out of your 
busy day to listen to my sales talk. Al 
though we didn’t transact any business 
| enjoyed the interview and hope you did 
also. 

Another variation is this: 

Dear Sir 

When I called on you yesterday I failed 
booklet which 
briefly tells about my product 

Hope you'll add to your file. And when 


to leave the attached 


you're again in the market for I'd 
appreciate being considered as a source 
of supply 

Yes, sir, those little letters can do 
an awful lot toward increasing sales. 


This handsome, elaborate Manval—color- 
fully GBC plastic bound—has been months 
in preperation and is one of the most 
expensive and idea-stimulating books ever 
offered for selected distribution. Illustrates 
the many odvantages of the modern GBC 
Binding System...increased efficiencies 
savings in time and money... greater 
prestige, readership, and life for catalogs, 
reports and presentations. Pages lie flaot— 
turn easily, You and your stoff will want 
to examine this informative manual. Send 
for your FREE copy today. Supply is limited. 
GENERAL BINDING CORPORATION 
812 W. Belmont, Dept. 80-10 Chicago 14 


The same people who supply you 
with materials and supplies often do 
business with your customers as 
well. Sending a letter to a supplier 
when he delivers what you have or- 
dered can pay off in a big way. 
Here's one that can really build 
sales: 

Dear Sir: 

| want you to know how much I ap 
preciate the way you handled our recent 
order for We pick our suppliers just 
as carefully as we pick employees. We 
know the value of doing business with 
people like you who live up to their prom- 
ises, produce a good product, and at the 
right price. 

Vost people take good service for 
granted. We don't. We know it entails 
a great deal of effort on your part. The 
good service you give us makes our job 


so much easier. Thank you. 


NOW. . offered t0 you for the first time 

“MANUAL 
OF MODERN 
PLASTIC 4 
AND | 
LOOSE-LEAF 


General Binding Corporation 
812 West Belmont Avenue 


Dept. RD-10,Chicage 14, Illinois 
Please send me my FREE “Manual of 


Modern Plastic and Loose-Leaf Binding” | 
understand there is no cost or obligation. 


A letter like that one gets around. 
Executives who meet each other at 
their clubs or on the golf course, or 
in business meetings, frequently talk 
about people with whom they do 
business. When your name comes 
up, which it often does unknown to 
you, a good word from the recipient 
of such a letter many times is the 
difference between getting an order 
and losing an order. You never 
know where a letter like this one 
may take root and grow into sales. 


Books On Creative Thinking 


Wilferd Peterson of the Jaqua 
Company, who is known and _ res- 
pected by everybody in this busi- 
ness, has made up a list of books on 
creative thinking. He distributed it 
a year or so ago at a seminar at 
Michigan State College (now Uni- 
versity). It’s a mimeographed list of 
10 books on creative thinking with 
Wilferd’s own inimitable description 
wf each book and why you should 
own it. If you can pry a copy of 
this list out of him, I'd suggest you 
do it. 
| 

Good Public Relations 

On the last leg of my trip back 
‘from Europe (want to hear about 
Paris?) | took an American Airlines 
plane from New York to Willow 
Run. It was a hot day. There was 
no air conditioning on the plane. 


As Mrs. Reed and I sweltered be- 
fore take-off, an American public 
relations man came through the 
plane and apologized personally to 
each passenger for the inconven- 
ience caused by the high tempera- 
ture. He suggested we fill out a card 
provided for such purpose to let the 
company know about the condition. 


The card was filled out and 
mailed. Soon after we arrived home. 
a letter came from the American 
Airlines, and I quote: 


“Thank you for your note to me during 
your flight with us from New York to 
Detroit 
conditioning unit attached to the plane 


There should have been an air 


and I am sorry one was not available. | 
am sending your comments to our Mana 
ger at Idlewild as a remider for his peo- 
ple. 


“I hope that your future flights will be 


more pleasant in this respect.” 


I understand it’s a policy with 
American to support its generally 
good public relations program with 
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special, personal letters of this type. 
No wonder “More people — fly 


American . 
More About “Whom” 
“Welcome, Mr. Reed. 


as a member of the Down with 
Whom Club. You're in distinguished 
company and haven't a thing to 
worry about from the ignoramuses 
who insist on “whom” in the sen- 
tence you discussed in this month's 
(June issue) Reporter. 


“You are right in feeling that the 
rules must follow usage. This is the 
attitude of all scientific grammarians 
and linquists. Most histories of 
English comment on the fact that 
‘whom’ could not have remained 
in the language except for books and 
teachers. 

“In favoring ‘who’ we are merely 
trying to finish what our ancestors 
started. If we have no right to do 
this, then our ancestors had no right 
to change ‘Me was given a_ book’ 
(yes, that is, or rather was, the 
grammatical form) to ‘I was given 
a book’ or to change the objective 
form ‘you’ into a nominative and 
use it with a plural verb to refer 
to one person. 


“It’s me’ is also established as 
colloquial—and that means appro- 
priate except for the most formal 
literary usage. 

“Your other points (preposition at 
end, conjunction at beginning) were 
never taken seriously by qualified 
grammarians. A_ final preposition 
and opening conjunction are not 
questionable points. They are cor- 
rect at all levels of English. Even 
the split infinitive is supported by 
the greats in grammar ( Jesperson, 
Curme, and others) and is used 
more frequently by good writers 
than by poor ones. College textbooks 
no longer prohibit it outright, 

“We need more people who will 
follow their common sense and 
write “Who has he written copy 
for?’ 

Charles A. Shaw 
Anderson Bros. Mfg. Co. 
Rockford, Iinois” 


Words to Write By 
“The basis of my system is to be 
lucid and to put down one idea at a 
time’ —William Saroyan. 
“If you get wound up in a sen 
tence—throw it away.”——Bess Son- 


dall. 
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Rates $1.25 per line (75¢ Situation Wanted) Minimum 4 lines 


ADVERTISING 


ADDRESSING PLATES 


If you use 
ELLIOTT-type STENCILS 
and want to REDUCE COSTS 


Box 101, Reporter, Garden City, N. Y 


ADVERTISING AGENCIES 


For pulling direct selling mail order advertis- 
ing campaigns in newspapers, magazines, 
trade papers, consult Martin Advertising 
Agency, 15 E. 40 St., Dept. 33A, N.Y. LE 2- 
4751. Est. 1923. 


ART FOR OFFSET PASTE-UP 


Choose from more than 10,000 black and 
white drawings. Just clip and paste. Costs 
pennies—that's all. Write for actual sample 
“CLIP BOOK” and full details. Harry Volk 
JR. Pleasantville 24, N. J. 


EQUIPMENT WANTED 


Automatic Postage Meter Mailing Machine 
Also Folding Machines. Give age, model, full 
particulars. A. E. Edwards, P. O. Box 118, 
Charlottesville, Virginia. 


FOR SALE 


Graphotype for cutting names & addresses 
on metal addressograph plates. Sliding in 
dicator type for punching plates. Runs per 
fectly. Closing out business. Carnagey’s, Dept. 
S, Tarrytown, N. Y. Medford 1.0624. 


DITTO DUPLICATING MACHINES. 
Hand and Electric 
Models 9D10 - 9D15 - 9D44 Demonstrators - 
Like Brand New. Some still in original cases 
Real Value © Huge Savings. Addressing Ma- 
chine & Equipment Co., Inc. 326 Broadway, 
N. Y. C. HAnover 2.6700. 


Two addressograph filing cabinets. 70 draw 
ers each with table tops. Sliding disappear 
ing doors. Priced for quick sale. Carnagey’s, 
Dept. S, Tarrytown, N. Y. Tel: Medford 1.0624 


Model 3405 Automatic Addressograph for 
style CB Economy Size plates—equipped 
with 24 position selector—all other standard 
attachments. This equipment at $2,000.00 
is a real bargain compared to new equip 
ment that would cost you $4,500.00 plus tax, 
today. Write to The Distributor’s Group, Inc., 
756 West Peachtree St. N.W., Atlanta, Ga 


GRAPHOTYPE, mode! 6341, new in original 
case. All caps. Save $340. HARRY J. ABRAMS, 
124 L St. N.E. Washington 2, D. C 


Addressograph. Dissolving business. Owner 
retiring. Addressograph recently rebuilt & 
operates like new. Low price. Carnagey’s, 
Dept. S, Tarrytown, N. Y. Medford 1.9624 


HELP WANTED 
SALES PROMOTION MANAGER 


if you can write provocative promotion 
letters, know how to handle sales corre 
spondence and possess a talent toward 
creative imagination (not art, necessarily), 
there is a berth for you with an expanding 
graphic arts specialty firm in New York City 
Indicate salary. Give details about back 
ground. Write The Reporter, Box 102, 
Garden City, New York 


LISTS 


CANADA'S BEST MAILING LIST 
250,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe's, St. Catharines, Canada 


MAILING LISTS 


FREE MAILING LISTS 
OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
(Constantly Corrected) 
Retailers-Wholesalers Manufacturers 
Banks-Churches- Institutions 
® Choice of 350 Other Lists © 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days) 
Write for FREE Catalogue 
SPEED-ADDRESS KRAUS CO 
48.01 42nd St., Long Island City 4, N. Y 
STillwell 4.5922 


PROFESSIONAL MAILING LISTS 


Physicians Dentists Eye, Ear, Nose and 
Throat Specialists Osteopaths Optomer 
tists Veterinarians 

Rental on labels $10.00 per 1000. 

FRED B. FORREST, 431 lee Avenue, Kirk 
wood 22, Missouri 


SYNDICATED HOUSE ORGANS 


Please write, if you need a monthly friendly 
contact. We'll send a sample of our small 
but potent house organ, plus details, DAVID 
FRIENDLY & COMPANY, P. O. Box 88, Clay 
ton 5, Missouri 


TYPE FOR OFFSET 


Save with FOTO-FONTS. Unit cost per font 
only 20¢! Easy to set and align—sharpest 
reproduction. Free samples and details. A.A 
Archbold, Publisher, Box 20740-K, Los Ange- 
les 6, Coallif. 


WANTED 


Will purchase established mail order busi 
ness selling to consumers, Must stand 
thorough investigation Give complete details 
All replies strictly confidential. Box 104, The 
Reporter, Garden City, N. Y 


Hooven Model QO” automatic typewriters 
and poper punching mochine. Have Model 
x for sale or exchange. Write The 
Reporter, Box 103, Garden City, N. Y¥ 
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ACETATE SHEET PROTECTORS 


A. G. Bardes Co. inc 437 N. & th St.. Milwaukee 3, Wis. (88 2.3372) 
ADDRESSING 
Active Eauvipment Supply 47.3) S.. nq island City |, N. Y. (RA 99-9030 


Addresw-O Rite Sten & Mach. Co.. In 
Creative Me ng Service, inc 460 N. Mair 


ADDRESSING MACHINES 
Addrening Machine & Equip. Co. 326 Broadway, N. Y. 7, N. Y. (HA 2.6700) 
Elliott Addr. Machine Co 155A Albany St.. Cambridge 39, Mass. (TR 6-2020) 


W. 23 N.Y.C. 10 (OR §-3240 
Freeport, N. Y. (FR 9-243!) 


Mailers’ Equipment Co 40 W. iSth St. N.Y. ON. OY. (CH 3.3442 
Sever & Wallingford 43 W. Broadway, N. Y. 13, N. Y¥. (WO 4.0520) 
ADDRESSING — TRADE 
Beimar Typing Service. 91-71 tlith Richmond Hill @ N. Y. (VI 65322) 


Shapins Typing Roosevelt Ave. Woodside, N. Y. (HI 62730) 
ADVERTISING AGENCIES 


Ad Scribe P. O. Box 254, North Canton, Ohio (Tel: 9-255 
“American Direct Ma 113-19 Venice Blvd 
Los Angeles Calif (DOU 86-1305 


Martin Ad Agency (Dir. Se Mai! Ord 5 PAE. 4 NYC: 16 (LE 2-475! 


Rostam Advertising (Mail Order) 1430 Grand, Kansas City 6 Mo. (HA 6469 
ADVERTISING ART 
A. A. Archbold, Publisher _ P. O. Bow 20740. Los Angeles 6 Calif. (Ri 9-9062 
Raymond Lufkin 116 West Clinton Ave., Tenafly, N. J. (EN 3.4860) 
Trapkus Art Studio (Small Ads) 349 10th St.. Moline, | 
ADVERTISING BOOK MATCHES 
Match Corp. of America w. Chi. 32. Wl. (VI 72-2244 
Universal Match Corp 150 ocu t Lowis 3 M (CH 1.3230 


ADVERTISING SPECIALTIES 


Geo. McWeeney Co., Bx 87, 614 Campbell A W Haven. Conn. (WE 4.34) 


AUTOMATIC 
Circulation As ates. tr 726 West Seth S 19 (JU 63590 
Globe Organization, Ine 480 Lexington Ave 17 (PL 3.7998) 
Mudson Fulton Mailing Service 7% West Broadway, N.Y.C. 7 (CO 7-417 


Ambauador Letter Serv. Co S N.Y. 4.WN. Y. (BO 9.0607 
Margaret Mitche Darina Milford, Conn. (Mi 2-5800) 
BOOKS 
Art & Tech. of Photo Eng. Horan Eng. Co. 44 W. 28. N.Y.C. | (MU 9-8585 
Reporter Direct Me 224 Tih. Garden City. N 
Cordially Yours $5.00 
Dogs That ¢ b Trees 1.00 
How | Get The Right Start in Direct Advertising 1.50 
How To Think About Direct Mae 1.00 
How Te Thank Abowt Letters 1.00 
How T Think About Readershic f Direct Mai! 1.00 
How Dire Me Solves Management Problems 1.00 
How | Think Ab Showmanshit Dire Ma 1.00 
How | Thnk At Me je 1.00 
How 7 Think About Produ and Mailing 1.00 
The Plain Jane Direct Ma 50 
How To Think About Industrial Direct Mail 3.00 


Wetmore & Co 1015 $. Shepherd Dr 


BUSINESS CARD SERVICE 
2770 Lateyetie Si.. N. 12. N. Y. (CA 6-6340) 


CATALOG PLANNING 
Catalog Planning Co 10) W. St. N.Y. 19 Y. (PL 7.1967) 
George F. McKiernan & Co... 10666 W. Van Buren Chi, 7, I. (TA 92424) 


CHRISTMAS STATIONERY 
207 W. Main St.. Arlington, Texas (AR §-2207) 


Houston 19, Texas (LY 9126) 


8. O. Hilt Ine 


The Newbern Compeny 


CO-OP CARD — COUPON MAILINGS 
Rostam Advertising (Mail Order) 1430 Grand, Kansas City 6, Mo. (HA 6469) 


COPYWRITERS (Free Lance) 
Leo P. Bott, Jr 64 E. Jackson Bivd., Chi. 4, Ill. (HA 7-9187) 
Orville €. Reed 106 N. State St.. Howell, Mich. (Tel: 65) 
Rostam Advertising (Mail Order). 1430 Grand, Kansas City 6, Mo. (HA 6469) 
Allred Stern 2 West 46th (JU 64562) 
Frantiin C. Wertheim .179-15 Jamaica Ave.. Jamaica 32, N. Y. (AX 7-1200) 
John Yeargein 442 East (OR 7.4633) 


DIRECT MAIL 


Abrend Associates, tn 754 W. S4th JU 6 2547 
American Mail Adv. in 610 Newbury S.. & 15S, Mass. (CO 6-7540 
Barbera Boynt & Staff 420 Marker San Frar ‘ Ca YU 62378 
Homer J. Buctley 08 N. State St. Ch 2 1. (ST 25336 
Chase & Richardson, 9 E. 46th St. NLY 17 (MU 2.8285) 


Dickie Raymond, in 


Mass. (HA 
Dictie- Raymond, in N 


470 Atlantic Ave., Boston 10 
7 Y. (MU 4.3610) 


2725 Park N.Y. | 


Direct Mail Service 7S Luctie St. N. W.. Atlanta 3. Ga. (CY 33998) 
Duffy & Aw In 718 N. 4th Milwaukee 2. W (8R 3.7852 
Genera! Office Service 527 6 N.W., Washington |, 0. C. (NA 8.5348 
Frederick 21275 Mh eveland |5. Ohio (SU 1.4220 


Harrison Services r Mi Med n Ave. WN. Y WN. Y. (MU 9.1630 
Hickey-Murphy Div. of James Gray, in 4 St. NLY.C. 17 (MU 2-9000) 
Proper Press, 129 Lafayette St. 13, N. Y. (CA 6.4757 


~ 


DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $15.00 PER YEAR 


R. L. Polk & Co 


Reply O Products Co 7 Central Park W.. N. Y. 23, N. Y 58118 
Sales Letters, inc 148 W. 23rd St.. N. Y WA 9.6028 
San Je Rocke & Co. Inc 91 7th Ave. 1 (WA 4-155 

8. Sands & Company 6 Brighton Ave., Boston 34. Ma ST 2.8947 
The Smith Compeny 67 Beale St.. San Frar Ca SU 4564 
John A. Smith & Staff Beacon St., Boston 8, Ma LA 3.6545 


DIRECT MAIL CONSULTANT 


Lawrence Lewis & Assoc 175 Sth Ave., N. Y. 10, N. Y. (OR 7-6868) 
Edward W. Osenn 175-35 88th Ave.. Jamaica 32, N. Y. (RE °%-2244) 
DIRECT MAIL EQUIPMENT 
American Auto Typewrite, Co., 2323 N. Pulaski R.. Chicago 39, Ill. (EV $151) 
8. H. Bunn Co 7605 S. Vincennes Ave., Chicago 20, | (HU 3.4455 
Corbin Wood Products Horne NY 
Felins Tying Machine Cx 3351 N. 35th Milwaukee 16. Wis. (HI 5-713 
General Binding Corg 812 West Be nt Ave Ch 4 1 Di 8.3700 
inserting & Mailing Machines Co Phillipsburg, N. J. (PH 5-144! 
Nationa! Bundle Tyer Co Blissfield, Michigen (BL 142 
Scriptomatic, inc 310 N. tith St.. Phila. 7, Pa. (WA 2.4213) 
Sea!-O-Matic Machine Mfg. Co So. Hackensack. N. J. (HU 7-1490 
MAIL SUPPLIES 
Cabot's Promotional Aides Inc So. Sanga Chi. 7, | TA 9.3552 
Fragrance Process Co. Sullivan St.. N 12, N. Y¥. (MO 3.1582 
Presto Process Co 2743 N. Water Street. Rochester N Y 


ELLIOTT STENCIL CUTTING 
Address-O-Rite Stencil & Mach. Co., Inc. 64 W. 23 St.. N.Y.C. 10 (OR 5.3240) 
Clear Cut Duplicating Co 149 Broadway, N. Y. 6 N. Y. (WO 4-4457) 


Creative Mailing Service 460 N. Main St.. Freeport. N. Y. (FR 8-4830) 
Elliott Addressing Mach. Co. 7 Leonard St.. N. Y. 13 (WA §-137!) 
ENVELOPES 
American Envelope Mfg. Corp...60 Beekman St.. N. Y. 38, N. Y. (CA 6-7152) 
The American Paper Products Co East Liverp ©. (FU 5-4240 
Atlanta Envelope Co 1700 Northside Dr., Atlanta |, Ga. (EL 3686 
Berlin & Jones Ce Inc 60! W. 26th § N. ¥. C. | (WA 4.4400 
The Boston Envelope Co 397 High St.. Dedha Mess FA 56700 
The Century Envelope C« 50! Park Ave... Minnear ‘ 5 Minn GE 4} 
The Clasp Envelope Co.., | 98 Bleecker N. Y N. Y. (SP 7-035!) 
Columbia Envelope Ce 2015 N. Hawthorne, Melrose Park. Ill. (ES 8.4214) 
Samuel Cupples Envelope Co. 360 Furman S!., Brooklyn 2, N. Y. (TR 5-6285 
Cupples-Hesse Core 4175 N. Kingshighway, St. Low 5. Mo. (EV 3790 
Cur In 150 Vanderbilt Ave., W. Hartford 10, Conn. (JA 2-122!) 
Detroit Tullar Envelope ¢ 2139 Howard St.. Detroit 16 Mich. (TA §-2700 
,arden Citv Envelope Co 300! N. Rockwell Ch ie CO 7.3600 
Gaw-O'Hara Envelope 500 N. Sacramento Bivd., Chi. 12 NE 8.1200) 


The Gray Envelope Mfg. Co 55-33rd St., Br 


Heco Envelope Co 4500 Cortland St.. Ch 9. CA 7-2400 
Rochester Envelope Co 72 Clarissa St.. Rochester 14. N. Y. (HA 2 

The Standard Envelope Co 1600 E. 30th St.. Cleveland 14. O. (PR 1-3960 
Tension Envelope Corr 1%h & Campbell! Sts.. Kansas City, Mo. (HA 0092 
Ten Envelope Cort 522 Fifth Ave. N. Y. 36, (MU 2.4644 
Transo Envelope 542 N. K bal! Ave. Chicaa 
Transo Envelope C 2 Monitor St.. Jersey City, N. J. (HE 4.1587 
United States Envelope Co Springfield 2, Ma (RE & 7211) 
United States Envelope Co 217 Broadway. N. Y., N. Y. (BA 7-5700 
The Wolf Envelope Co 1749-81 E. 22nd St.. Cleveland |. O. (PR 1.8470) 


Wolf Detroit Envelope Co...14700 Dexter Bivd.. Detroit 32, Mich. (DI 1-222!) 


ENVELOPE SPECIALTIES 


Curtis 1000 Inc 150 Vanderbilt Ave.. W. Hartford 10. Conn. (JA 2-122! 


Du-Plex Envelope Corp 3026 Frank Bivd.. Chi. 12. 1 (NE 81200) 
Garden City Envelope 300! N. @ockwel! St. Chi. 18, II. (CO 7.3400 
The Sewdon Co 480 Lexington Ave.. N. Y. 17. (PL 5.2516 
Tension Envelope Co 1%th & Campbell Sts.. Kansas City 8 Mo. (HA 0092) 


FOREIGN 
Letters From Paris 1386 Madison Ave Y. 28. N. Y RE 2.2760 
Sende Rocke & Co., Inc 91 7th e., N.Y.C. It (WA 41551) 


FOREIGN POSTAGE 
6 Lahey St.. New Hyde Park, N. Y. (FL 2-2915) 


FUND RAISING 
William M. Proft Associates 27 Washington Pi., E. Orange, N. J. (OR 3-2233 


HOUSE ORGANS (SYNDICATED) 
Susser Letter Service 70-01 Queens Bivd.. Woodside 77, N. Y. (NE 9-7500) 


Foreign Postage Service 


IMPRINTERS — SALES LITERATURE 
Circulation Associates, inc. 226 West Séth St.. N.Y.C. 19 (JU 6.3530) 
L. P. MacAdams Co 301 John St., Bridgeport 3, Conn. (ED 4.2147) 


INSERTING SERVICE — AUTOMATIC MACHINE 
Bonded Nationwide 977 McDonald Ave.. Brooklyn 30. N. Y. (UL 32-1143 
Circulation Associates, inc 226 West Séth St.. N.Y.C. 19 (JU 6-3530) 


INVISIBLE INK 
East Orange, N. J. (OR 4-8308) 


LABEL PASTERS 
200 North St., Teterboro, N. J. (HA 8-194!) 


Morley W. Jennings 


Potdevin Machine Co 
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Dennison Mig. Co Framingham, Mass. (TR 3.35/11) 


Eureka Specialty Printing 558 Electr St.. Scranton 9 Pa Di 7-2035 
Para unt Dug stor P ; 5 Whitehall St.. N. Y. 4, N. Y BO 9.4424 
Penny Label Cx 9 Murray St.. N. Y. 7, N. Y. (BA 7-7771) 
T pkins Labe! 518 Walnut St Philadelphia 2, Pa. (PE 5.46999 


Hewig C 45th Y. 19 N. (JU 2.2186) 
A. August Tiger Fi fth Ave Y 17, (MU 5-9552) 
Brunner Printing Cx nf mphis, Tenn Tel: 8-5126 
Harper Engraving & Prin bus 15, ( AD 5057) 
rR. O. H. in Y. 12, N.Y A 646340 
Peerless Lithographing Chi. 39, itl. (SP 2-7000 


MAIL _ (Lettershops) 


Advertisers Associate r 62 tburgh 22. Pa. (AT 1-6144 
Advertisers Mailing Serv St.. N. Y N. Y: (AL §-4500 
Advertising Letter Service 2930 Jeferson East. De t 7, Mich. (LO 7-9535 
Atlas Letter Service 24 S. Spring St., Los Angeles 13, Cal. (VA 2502 
Ayer & et Ave. R ester 4, N.Y. (BA 6340 
Benart Mail Sales Serv 228 E. 45th N N.Y: (MU 7.9830 
Cardinal Dire Mai! Corre 2 Broadway, N. Y. 4, N. Y Wh 4.3722 
Ce y Lette 48 E€. 2ist St. N. Y. 16, N. Y AL 4-830 

¢ ation A sie 226 West Séth St N.Y.¢ 19 (JU 6-3530) 
Mary Ellen Clancy 250 Park Ave.. N. Y.. N. Y. (PL 9-1520 
wleveland Letter Serv r 140 W spe eveland 13, O. (SU 1-300 
Connelly Organizat n 010 Arch St., Phila. 7, Pa. (MA 7-133 
Elite Letter W. 32nd N. Y. |, N. ¥. (PE 6-1462 
Fulfillment Cor, Amarica 381 W. Center St.. Marion, O. (Tel: 2-1187 
General Office Serv. inc..527 6th St.. N. W. Washington 1, 0. C. (NA 8-5348 
Inserting & Mailing rf 2 Broadway, N. Y. 4. N. Y. (WH 4.3722) 
Krups Adv. Ma Se 2? I Angele L. A. 12. Cal. (MI 875 

The Letter Shor 4 Bea . Se Fra 4 SU 6564 
Line n Lette Se e 174 8 adway N 7 N Y (BA 5770 
Mailway 200 A side T r Canada WA i808 
Me p ‘ Newark 2 WN MI 2.0644 

Premier Printing & Letter Se 620 Texas A Houst 2, Tex. (PR 4145 
Roska Adve 3 (Ma Kansa Me HA 6469 
The Rylander 216 W ack FR 2.595 

The St. John A 1S W. 45th 36 N. Y JU 2.9344 
Union County Busness Bureau Westfield, N. J. (WE 2-5614 
Wooding Mail Adve nq 304 Arch St.. Phila. 7. Pa. (RI 1640) 


MAILING LISTS — 


*Archer Mailing List Serv 40 W. 7 oN (JU 6.3768 
"George R. Bryant ¢ 595 Madison N. (MU 8-265! 
*George R. Brya 1S E. Wacker D ST 2-3686 
The jae Ea N 0 (A 4.7480 
Dependable Ma 9 List 38: 4th Ave.. N.Y.C 6 (MU 4-499! 
*Walter Drey 333 N. Michigan Ave b Fi 64180 
*Walter Drey r 2757 4th Ave N. Y 0 N. Y. (OR 4-706 

Dunt erna 65 Fifth Ave. N. Y. ¢ 7 (PL 3.0833 
i 60 Engle S$ Englew iN. J BR 9.044 

“Lewis Kied 25 W. 45th N. Y. 3% N. Y. (JU 2-0830 
*Willa Maddern n 215 4 ve N. 3. N. (OR 7.4747 
*Mosely Mail Order List Se 38 New y St., B 6. Ma (CO 6-3380 
*Names Ur ted Ir 352 4th Ave.. N. Y. 10. N. Y. (MU 62454) 
*D. L. Natwick 36 W. 52nd St.. N.Y.C+ 19 (CO 5§-B616 
People ace 67 £ 33rd St. N. Y. 16, N E 2.3956 
Planned C ation West 44th St. N.Y. N.Y. (MU 7.4158 
Rocke Adve 1 (Mail Orde 4% and Kancac 4M HA #449 
*Sanf Eva 45M A WwW da (92.2 

w b 68.570 54 Ww New York 4. J. (UN 4.4800 
“James E True A 419 4th Ave. WN. Y 6 N. Y. (MU 9.0050 
H Youngren 209 field Dr Calif Ci 

* Members Nationa! Coun of Mailing List Brokers 


MAILING LIST — COMPILERS & OWNERS 
Active Equipment Supe y 47-31 35 S Long Island City |, N. Y. (RA 9-9030 


Albert Mailing | 20 berty St. N. Y¥. 6 WN. Y. (RE 2-7573 
A n Ma 400 Mad Ave N. Y 7? (MU 28-6500 
A sted Adve ng Se Ww w St.. Port H Mich. (YU 5§-7773 
Bodine's of Ba 444 Belvedere Ave. Balt e Md. (1D 5.8900 
Bookbuyers Lists 463 Broadway, N. Y. 13. N. Y. (WO 4-587! 
Boyd ty Dispatch 120 E. 23rd § N. Y. 10 N. Y¥. (GR §-4600 
Buckley Dement W. Jackson Bivd.. Chicago 6 (HA 7.3862 
Cath Laity Bureau 45 West 45th St.. N. Y. 36. N. Y¥. (CO 5.4490) 
Creative Mailing Service 460 N. Main St.. Freeport, N. Y. (FR 848390 
Walter Drey r 333 N. Michigan Ch (Fi 64180) 
Walter Dre In 257 4 Ave. N.Y ON. Y. (OR 4-706! 
Advert Se Hillen Rd Tow 4 Wd. (VA 3.7790 
ernat 565 Fifth Ave. 7 (PL 3.0833 
Eli Kog Wet M WE 2780 
E—Z Addressing Se 83 Woe N. ¥Y. 6 WN. Y. (HA 2-9492 
Fritz S. Hof e A 22nd St.. N. Y N. ¥ R 44420 
nd a! Burea Webste Ma (WE 2780 
4 Machinery New Wy 1 A Det 2!. Mich. (D 2658 
jewish Sta Burea 770 8 sdwa N 7 WN Y. 3.4779 
Marte 834 Ve N_ WH . (ST 1149 
Officia Barclay S N.Y8WN. BA 7.2900 
Ps 2427 e NYC Sa SE 3.7444) 
People P lied WN E 
RL. Polk & C Howard S Der Mick WO 1.9470 
Sele cw P V Anae ae WE 29148 
T 4 4 i¢ 4597 
%. Street WN N Y wu 63 
Ww G4 New rN. J IN 4.4800 
Zeller and Le 26h St N.Y Y (MU 5.42778 


MAIL ORDER AGENCIES 


Roskam Advertising (Ma jer) 1430 Grand, Kansas City 6 Mw HA 6469) 


OCTOBER, 1955 


MAIL ORDER CONSULTANT 
Whitt Northmore Schultz 11S Old Elm Lane, Glencoe, tll. (GL 2499) 


MATCHED STATIONERY 
ension Envelope Corp th & Campbell! Sts.. Kansas City, Mo. (HA 0092) 


MACHINE 


Addressing Machine & Eau Broadway, N. Y. 7, N. Y. (HA 2.6700) 
SUPPLIES 
Chicago Ink Ribbon ( S. Wells St., Chi. 6 I (ST 7800) 
Mack Type Co In Fulton St N.Y.C. 7 (BE 3.1487) 
MULTILITH & MULTIGRAPH MACHINES 
Addressing Machine & Equip. ¢ 326 Broadway, N. Y. 7, N. Y. (HA 2.6700) 
NOVILTIES 
sd Newark 2. WN 
PACKAGING 
( ylation As ate In 226 West Séth Sr NLY.C 19 (JU 6-3530) 
Pack-lt (also Ma Brown St.. Newark 5. N. J. (MI 2.7575) 
PAPER 

Assleten Casted Pane: Meade St. Appleton, Wis. (41454) 
Eastern Corporatior Bangor. Maine (Tel: 8221) 
He & Sor Miaquon. Pa, (IV 3.3160) 
Ha Paper Erie, Pa (Tel: 4.7101) 
nternational Paper ¢ 220 42nd St.. N. Y. 17, N. (MU 2.7500) 
Th Mead Put Ledger Blda. Phila. 6 Pa WA 2-544! 
M Fa Par Aille Fa Mea 9.333! 
Mohawk P N. Y 
Ne nh Pape Neenat le 2.1921) 
Nek »-Edwa Ps Port Edward Tel: 
be Mich Te 62 
Rev Paper Kalama 99 Mict Te 7.0151) 
Rising Paper Housator Mass. (He 47) 


POST MAILING BOXES 
r 2235 Utica Ave... Bkiyn 34. N. Y. (ES 7.6112 


PERSONALIZED GIANT GRAMS 
sande Rocke & Cx 97 Ave. NYC. tt (WA 4.1861) 


PHOTO ENGRAVERS 
Ine 44 St.) New York |. (MU 9-8585) 


Horan Enaravina 
Nassau Photo Engrav. ¢ 254 W. Bist St. C. (PE 60817} 
PHOTOGRAPHS 
1454 Hay eland 12. Ob 
PHOTOS IN QUANTITY 
Studie Box 194! Bridgeport |. Conn. (Tel: $3077) 
PHOTO REPORTING 
Sickles Photo Re > Se 38 Pork P Newark, N. J. (MA 2.3966) 
POST CARDS 
are Orqanizatior 119 N. 3rd Milwaukee 12. Wis. 64246) 
LETTERPRESS 
P se F. McKierna 054 W. Van 8B it, (TA 9.2424 
PRINTING — OFFSET LITHOGRAPHY 
Ardiee Se 28 W. 23rd N Y 10 WN (OR §.0900) 
ra be ‘ Sen Brur California 
Peerle Lithoara 4313 Diversey, Ch 7, (SP 2.7000 
Sande Rocke & 9! 7th Ave. NLY.C. (WA 41551) 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
Meehan-Tooke é N. Y At 3260 
Sasadien Paradise, Pa. (ST $131) 
Srinteratt Pre . 229 W. St. (LO 04-7490) 
PUBLIC RELATIONS CONSULTANT 
Whitt Nort 5 Old £ Lane encoe, | (VE 53193 
SALES PROMOTION COUNSEL 
Martin Ad Agency (Mail Orde 15 PB E 40 N.Y. C. 16 (LE 2.4781) 
SEASONAL STATIONERY 
Arthur Th pton & 09 Marker Pl. Balt 2, Md. (PL 2.4806) 
SUBSCRIPTION SERVICE 
2726 We 19 (JU 6-3690) 
be Mail Aqe ow i St NYC. tt (OR §-4400) 
be Organization, |r 480 Lexington Ave.. N. ¥. 17. (PL 3.7998) 
SYNDICATED HOUSE MAGAZINES 
Fe 9 OF AT 4122 
ASSOCIATIONS 
Adve Trade 270 Park Ave (MU 8.0071 
Alive i A N.Y 72 (MU 87988 
Mail Adv. Se eA #120 es Detroit Mich. (UN 4.9546 
TYPOGRAPHERS 
VARITYPE EQUIPMENT 
Ze Typewriter BA » Ma “4&7? NY 0 (SP 7.4990) 
VARITYPERS AND TYPE — 
The Ada ( 656 Broadway, N. Y N. Y¥. (AL 4.3230 
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[}) ADD TO CONVENTION REPORT 


the following four items: Number 
One: The press relations office staffed 
by Rhys Jones and his assistant, Dor- 
othe Steven of Abbott Laboratories, did 
one of the finest jobs I've seen in the 
past thirty years of convention observ - 
ing. Press representatives and delegates 
were loud in their praises of how 
speeches or digests were available in 
miraculous minutes. It's usually a 
thankless and tiresome task . . but 
this team deserves many pats on the 


back. 


|) CONVENTION NOTE NUMBER TWO: 
The printed program for the Chicago 
DMAA convention was also the best 
yet. Typographically and chronologi- 
cally perfect Fit in the pocket 
There's a story behind it. Local com- 
mittee had a limited budget to cover 
production but wanted to prepare 
a lulu. Problem was presened to Gen- 
eral Chairman Dave Harrington, presi- 
dent of Reuben H 


He said, “Give us the budget and we'll 


Donnelley Corp 


produce irrespective of cost.” The final 
result must have cost all concerned 
five or six times the actual budget 

at no more expense to committee 
or association. Other association secre- 
taries or convention managers might 
like to have sample as a model. A few 
are available. Write to Stewart Jurist 
at new DMAA headquarters, 3 East 
57th Sreet, New York 22, N. Y. 


[) CONVENTION NOTE NUMBER 
THREE: The actual count hasn't 
yet been made but many ob- 
opinion that 
there MASA 
(members of Mail Advertisirg Serv- 
ice Assn.) present in Chicago than 
there were at the national MASA con- 
vention in Los Angeles in August. 
Some parts of hotel looked like a full- 
fledged MASA That's 
why there was such a commotion be- 


servers were of the 


were more people 


convention. 


hind the scenes to get the two con- 
ventions together again. The MASA 
has been a srong force over the years 


in promoting and upgrading direct 


[) POP-UP MAILER PULLS 36% RE- 
SPONSE. Benson-Lehner Corp., manu- 
facturer of data reduction machines 
at 11930 Olympic Blvd., Los Angeles, 
Calif., mailed this noval pop-up folder 
to 10,000 prospects (mostly engineers) 
introducing a completed B-L data re- 
duction system. Complete with~ a 
built-in reply card for requesting more 
information, the unusual mailer 
brought in a whopping 36% return 
of cards. Designed by Tony Haller and 
executed by artist Charles Day, both 


mail. And that’s why there should be 
more and better MASA representation 
on the DMAA board of directors. The 
nominating committee for DMAA slip- 
ped on this point (badly) .. . and that 
is our only criticism of the Chicago 
convention. 


— 
eee 


[) CONVENTION EXTRA NOTE NUMBER 
FOUR: Had a chance to meet Scott 
Brokaw, president and treasurer of 
The St. Louis Necktie Workers Or- 
ganization, at the Chicago DMAA con- 
vention. He and this reporter have 
been feuding in a gentle sort of way 
for a number of years over the “wn- 
ordered merchandise” problems. Sev- 
eral months ago . we reported that 
he was trying to get away from send- 
ing unordered ties. He has a serious 
problem and needs help. He is a fine 
sincere fellow. He is not running a 
racket. He actually employs several 
hundred handicapped workers. But his 
tests on straight appeals vs. the un- 
ordered ties are not working out well. 
I suggest that the kind of heart among 
our readers read Peter Shugart’s story 
on “The Invisible Goldfish” .. . then 
write to Scott Brokaw at 6150 Bertha 
Ave., Wellston, St. Louis County 14, 


of Carson/Roberts Advertising Agency, 
8811 Alden Dr., Los Angeles, the folder 
showed each machine in the system 

. with copy below each die-cut unit 
explaining its function. Directions were 
also included for making the folder 
stand up as pictured here. B-L Sales- 
men, foliowing up prospects after the 
mailing, reported that the folder was 
prominently displayed on mumerous 
desks. Universal Printing and Litho 
Co., 1850 Beverly Blvd., Los Angeles, 
did the printing. 


Missouri. Scott needs an invisible gold- 
fish to disassociate his activities from 
those of the disreputable racketeers, 
such as those in Miami. Maybe his or- 
ganization name should be changed. 
Maybe he needs an advisory board of 
responsible direct mail people to give 
his straight appeals (not unordered 
merchandise) more authenticity. This 
reporter will be glad to help . . .but is 
reluctant to compromise on the code 
of ethics. 


[) THANKS ... to so many of you who 
took the time to call, wire, write or 
buttonhole us to comment on the Sept- 
ember historical issue. All during a hot 
summer of investigating, we had our 
doubtful moments whether the 
reminiscing would be interesting en- 
ough to keep you awake. But t! 

doubts have been dispelled. The pats 
on the back have been more than en- 
couraging. We think some of the pats 
should be directed at the advertisers 
who made the biggest single issue of 
The Reporter possible: It represented 
a larger dollar volume than any 
any direct mail 


previous issue of 


magazine. 
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new 


a scientifically pre-tested colors by American 
Color Trends, in an offset colored enamel 


needed 


; by all modern sales departments 


now 


available in WOODBINE COLORED ENAMEL 


There’s a brand new awareness of color today 


and here’s the brand new way to profit by 


it. WOODBINE COLORED ENAMEL. is yours 


exclusively in tints and shades that are as neu 


as now, authentic and instantly appealing. 


No longer is there any need to handicap your 


sales effort with the still respectable but 


overworked old colors. 


With the 13 new color recommendations 


by American Color Trends now ready in 


WOODBINE COLORED ENAMEL, you're ready 


with the only colored enamel offset 


paper to talk and sell in terms of today’s tastes 


and needs. See these convineing new colors. 


Stocked by leading paper distributors everywhere 


THE APPLETON COATED PAPER COMPANY 


1250 North Meade St. Appleton, Wisconsin 
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Get this today 


Shows you how to turn your 
mailing lists into extra dollars 
quickly and easily 


NOW -— here's how you can make more money from 
your mailing lists. Your name, on the Coupon below, 
will bring you — FREE — this profitable new Book 
by Jim Mosely, nationally known mail order list 
consultant. 


Just off the press, this 10-page Book is packed with 
MOSELY TESTED IDEAS and TECHNIQUES... 
gathered from 20 years of successful mail order list 
experience. It explains the easy MOSELY way of 
obtaining substantial extra net profits year after year. 
It discloses, step by step, the secrets of increasing your 
cash income by simply addressing empty envelopes 
for MOSELY Volume Mail Order Seller Clients (who 
don't compete with you) . 


You can read this Book in only 10 minutes... and 
profit month after month . . . year after year. Tear 
and mail Coupon below TODAY for your FREE 
COPY of “How to Double Your Net Profits from Your 
Mailing Lists.” No obligation. 


CAN YOU USE MOSELY CHECKS? 


Me nly MAH tar 
Lut 


DB Newbury Soret Masco bu cette 


@ How to find overlooked profits in your mailing lists 
T 


@ The right rental rate for one-time addressing to your lists —s — 


“ell ORDER LNT tne 


@ Added income for you year after year Qn 


SECOND GAME.STATE STREET TRUST COMPANY 
hom 


@ Why your names won't be copied 


@ Your questions onswered 


MOSELY MAIL ORDER LIST SERVICE, INC. 
Dept.RD 38 Newbury Street, Boston 16, Mass. 47 
Okay Jim, please send me my new FREE COPY of COSC 


your 10-page Book “HOW TO DOUBLE YOUR 


NET PROFITS FROM YOUR MAILING LISTS”. 
MAIL ORDER LIST SERVICE, INC. 
Mail Order List Headquarters 
COmmonwealth 6-3380 38 Newbury St., Boston 16, Mass. 


«Mosely sends the checks” 


CHARTER MEMBER, NATIONAL COUNCIL OF MAILING LIST BROKERS 
20th Anniversary Year 
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